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USES are _ rock-bottom 
KF protection for any elec- 

trical circuit .. . the real 
stop-gap between excessive 
overloads and their costly 
damage. They give unfail- 
ing, maximum protection 


even when intricate safety 


devices fail. 


Judge the importance of 
fuses not by size or cost but by 
the job they do. You protect 
your own reputation when 
you sell only accurate de- 
pendable fuses... Jefferson 
(Union) Fuses. Their sim- 


plicity, ruggedness and hon- 





est dependability is attested 
by a quarter century of per- Get Free 


formance. Made in all capaci- Fuse Chart 


a ” Tells at a glance right ca- 
ties—knife-blade and ferrule __ pacity fuse to use for ade- 
quate protection of all power Jefferson knife-blade type. Simple—only three units. Rug- 
, : and light circuits. Ask for ged—withstands repeated blowouts. Saves time—only one 
ty pes. your supply. loose end-cap, studs need not be removed—only loosened. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 


JEFPEREON "ruse" 
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Formerly Gre Jobber'’s Salesman 


WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through locdl 
wholesaler associations. 


3. Specialize 


By concentrating sales efforts 
on selected markets, com- 
modities and accounts. 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 


5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 
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The Square D Digest 


..a Silent Salesman 
That Will Help You 
to “Victory in ’33” 





The Square D Digest is more than 


just a catalog... it isa practical sales 






p aid that is mailed three times a year 
Ublished Three 


Time * @ Yea, 
September, 


to 25,000 dealers, contractors and 
industrials ... It is one part of the 
Sales Service which Square D offers 
the wholesaler... The Square D Digest 
contains complete and up-to-the-min- 
ute information concerning all Square 
D Products and detailed descriptions 
of new developments — switches and 
panelboards from Detroit; industrial 
motor control from Milwaukee; porce- 
lain products from Peru, Indiana... 
The Square D Digest is up to date, 
reliable and convenient to use 
— the price lists are revised every 
four months and are arranged in a 
condensed form for ready reference. 

Upon request, the Square D Digest will 

be mailed to any logical prospect for 

Sqare D Products. Notify Square D 


Company, 6060 Rivard Street, Detroit, 
Mich. Next issue mailed September Ist. 


Safety Switches...Power 
and Lighting Panel... 
Nofuze Circuit Breakers 


Electric Motor Control 


...SQUARE-DUCT... SQUARE [J COMPANY 
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all Square D Products 
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Real Selling is Coming In 


conditions which have persisted since 

the debacle of 1929, manufacturers, 
wholesalers and dealers have found it in- 
creasingly difficult, and oftentimes abso- 
lutely impossible, to sell at a fair and legiti- 
mate profit. Ruthless price cutting on the 
part of the minority has demoralized the 
market for the majority of sane business 
men who have sought to secure for them- 
selves “a legitimate profit on every order.”’ 

Now, under the ‘““New Deal,” price selling 
is on its way out. Real selling is coming 
in. The National Industrial Recovery Act 
aims to prohibit selling below cost. 

As a result manufacturers, wholesalers 
and dealers are going to become more con- 
scious of their costs. Resale schedules will 
be set by the manufacturers with due regard 
to the actual costs of wholesalers and dealers. 

These resale schedules will be respected 
and maintained. Violations will be re- 
ported to the Recovery Administrator. 

Hereafter, sales must be made on a basis 
of quality and service. Those wholesalers, 
and manufacturers, too, who have hereto- 
fore sold on price must develop keen- 
minded, aggressive sales organizations, or 
face elimination. Their salesmen must not 
only know their products thoroughly, they 
must be well informed as to the applica- 
tions and uses of these products. And 
wholesalers’ salesmen will look to their 
manufacturers to supply them with this 
knowledge. 

To the electrical wholesaler, industrial 
plants offer a fertile field for this kind of 
selling. Under their particular industry 
codes they will be restricted to hours of 
labor and minimum wages. They probably 
cannot increase productive capacity by add- 
ing to present facilities. Therefore, the 
only way in which they can increase their 


| jvcondi the destructive competitive 


production—and their profits—is to mod- 
ernize their existing plants. Unless they 
do this they will be eliminated by those of 
their competitors whose factories are more 
up-to-date. 

This condition affords the wholesaler’s 
salesman the opportunity to do some real 
creative selling. Production costs can often 
be reduced by re-vamping power and light- 
ing circuits, re-arranging motors and con- 
trol, re-locating lighting outlets and install- 
ing modern, efficient lighting units. 

Labor unions, under the N. R. A., will 
no longer devote their principal efforts to 
higher wages and shorter hours. These 
matters will be determined by the industry 
codes. Therefore, we believe, organized la- 
bor will turn its energies to securing better 
conditions for the workers; improved light- 
ing, ventilating and, perhaps, even air con- 
ditioning. Thus should labor prove a de- 
sirable ally for the wholesaler’s salesman 
who seeks to sell industrial modernization. 

Again, under the N. R. A., corporations 
face new taxes on their profits. For this 
reason they should be more prone to make 
expenditures for plant improvement. 


VERY red-blooded salesman has an in- 

born desire to excel in competition with 
others. He gets no thrill from selling dis- 
counts, but he does derive a lot of genuine 
satisfaction when he gives the best that is 
in him and wins the order because of the 
merits of his product and the quality of his 
salesmanship. And that is what he is going 
to do in this new era of constructive com- 
petition. 


a. 7. frtond, 


EDITOR 











A Summary of Codes that Affect 
the Electrical Wholesaler 


Tentative codes prepared by various industry groups aim 
to stabilize marketing conditions and improve profits 


The tentative code prepared by the 
National Electrical Wholesalers Asso- 
ciation has been informally presented to Deputy Admin- 
istrator Allen of the Recovery Administration. This 
was the first wholesale code to be submitted in Wash- 
ington and, as finally revised, it will probably be used 
as a model for other wholesale groups. This code, with 
minor changes suggested by the Commission, will be 
voted upon by the N.E.W.A. membership, on August 
16 at the Buffalo convention. 

The code covers: a definition of the electrical whole- 
saling industry; an article including the necessary pro- 
visions regarding the right of employees to organize 
and bargain collectively; a five day, 40-hour week with 
minimum wage of $15 with the exception of a per- 
centage of minor employees at $12; minimum sales 
prices; credit and discount limitations, and unfair trade 
practices as revised from the Federal Trade Practice 
Rules. 


Wholesalers 


Electrical contractors will come under 
the basic code for all branches of the 
building industry. This code is being formulated by the 
Construction League of the United States. Each branch 
of the construction industry will have its own sub-code 
and such a code has been prepared by the National 
Electrical Contractors Association. 

The N.E.C.A. code, in its present form, defines an 
electrical contractor as one who maintains an established 
place of business, is an employer of labor and is finan- 
cially responsible. Selling below cost is prohibited and 
“cost” is to include a minimum overhead of 15 per 
cent. A minimum of six per cent is to be added to 
true costs in all quotations or sales prices to provide 
for return on investment. Contractors must maintain 
adequate cost records. They must finance their payrolls 
and accounts without assistance from owners, builders 
or suppliers of electrical materials. The practice of 
shopping material prices for the purpose of forcing un- 
economical cuts on the part of suppliers is prohibited. 
Suppliers are to be expected to quote their best price 
first. 


Contractors 


A hearing has already been held in 
Washington on the code of the Na- 
tional Electrical Manufacturers Association and it has 
been revised for final submission to the President. This 
is intended as a basic code to be followed by supple- 
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Manufacturers 


mental codes of the various subdivisions of the electrical 
manufacturing industry. 

Of interest to wholesalers is the article which pro- 
vides that, in those branches of the industry where it 
is customary to issue resale sheets, such sheets shall be 
filed with the supervisory agency. In the event of price 
changes 10 days’ advance notice must be given. Those 
sections which do not now issue resale sheets may be 
required to do so at the discretion of the supervisory 
agency. Any manufacturer is prohibited from selling 
“either directly or indirectly by any means whatsoever” 
for less than his published schedules. 


Radio The code of the Radio Manufacturers Associa- 

tion has been filed at Washington and is subject 
to revision after a final hearing has been held. The 
R.M.A. code committee included a representative of the 
Radio Wholesalers Association. 


This code closely follows that of the electrical manu- 
facturers as to cost accounting, production and sales 
statistics, resale schedules and selling below cost. Cer- 
tain unfair trade practices are prohibited. The code 
provides for uniform contracts between manufacturers, 
distributors and dealers, definitely establishing standard 
discounts, relations and trade practices in the marketing 
of receiving sets. Similar provisions may be later applied 
to tubes and other radio products. 


Following a general section are separate chapters 
applying to receiving sets, tubes, parts, accessories and 
cabinets, loud speakers, sound equipment and _ fixed 
condensers. 

The receiving set section compels manufacturers to 
establish national discounts for distributors and dealers, 
provides that the manufacturer’s price to distributors 
or dealers shall absorb freight allowance at car load 
rate, limits advertising allowances to dealers (if given) 
to three per cent of the net selling price and prescribes 
minimum quantity discounts to dealers based on annual 
volume of purchases. 

Maximum allowable trade discounts are specified to 
dealers and distributors based on list prices of sets. Dealer 
discounts are identical in the manufacturer-dealer and 
distributor-dealer agreements. A two per cent cash dis- 
count is specified for both distributors and dealers. 


The tube section of the code provides that no new 
types of radio receiving tubes shall be introduced for 
a period of one year except for experimental purposes. 
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ECAUSE of their close contact with the wholesale field in their own 
districts, Electrical Wholesaling early in July asked the Industry Com- 
missioners how wholesalers’ current sales compared with the same period 
last year, also to what extent wholesalers expected to benefit from the 


National Industrial Recovery Act. 


\ 


How Wholesalers View N.I.R.A. 


// Y opinion is the National Industrial Recovery 
Act will do a great deal toward stabilizing 
conditions in our industry. I believe the op- 

portunity for a fair profit will be offered in the adoption 

of the Code by the elimination of some unethical and 


general practices which have existed which will cut down 
the cost of doing business. No 


Typical replies appear in this article 


on distributors by manufacturers’ representatives and 
manufacturers’ agents to take business regardless of 
policy or even of cost, will be relieved. Herein, to my 
mind, lies one of the greatest opportunities for profit 
for our wholesalers under the new order.”—L. L. 
Hirsch, New Orleans. 

“Those who have endeavored to 





doubt the opportunity will also be 
offered to obtain a fair profit on all 
merchandise for the fact that a 
closer relationship will exist be- 
tween manufacturers and whole- 
salers. A close study by manufac- 
turers with the aid and information 
available as to the actual cost of 
selling and handling merchandise 
by the wholesalers will receive more 
attention from the manufacturers. 

“Suggested resales will be pub- 
lished which will give us a fair 
profit. I believe the suggested re- 
sales will be supported by the whole- 
salers generally, which will stop the 
deadly cut-throat competition which 
we have experienced where mer- 
chandise has been sold at a loss 
instead of a fair profit which we 
are entitled to. 

“There are a number of evils 
existing within our industry which 
are known to all wholesalers and 
with a proper Code, and the close 
adherence to it by all wholesalers, 
which will no doubt require some 
policing, I believe it offers us the 
greatest opportunity we have ever 
had to place our industry on the 
highest level which has ever existed. 

“Tt can be accomplished. 

“It is not too idealistic. 

“T believe it can be done, and we 








Increased Sales Reported 


Los Angeles. Current business of electrical 
wholesalers is running ahead of the same 
period a year ago by 40 to 50 per cent in 
Most of the wholesalers are now 


volume. 
operating at a profit. 
Philadelphia. Current business of electrical 


wholesalers is running about 25 per cent 
ahead of this time last year. 


Boston. The current business of electrical 
wholesalers is running I5 to 20 per cent 
ahead of this time last year. Industrials are 
responsible for a large portion of this in- 
crease. Purchases by electrical contractors 
should gain momentum in the next few 
months. 

Louisville. Wholesalers have been running 
about 15 per cent ahead of this time last 
year on current business and they look for 
a continued improvement generally. 
Baltimore. Electrical wholesalers are running 
apparently 10 to 15 per cent ahead in sales 
compared to this time last year. They are 
optimistic. 

Albany. During the months of May and June 
sales have increased approximately 10 per 
cent over the corresponding months of last 
year. Conditions have improved generally. 
Milwaukee. Current sales are running approx- 
imately 10 per cent ahead of this time last 
year, 











conduct their business on an ethical 
basis, with proper consideration to 
their customers and to their em- 
ployees, have everything to gain and 
nothing to lose under the carrying 
out of the purpose of the National 
Industrial Recovery Act. It means 
the elimination of destructive com- 
petition made possible by the pay- 
ment of “sweat shop” wages which 
the more conscientious member of 
an industry is forced to meet in 
order to remain in _ business.”— 
W. I. Bickford, Pittsburgh. 

“The opinion of the wholesaler 
in regard to the National Industrial 
Recovery Act is one of confidence 
whereby an increase in sales will 
mean a quick response in earnings. 
Operating costs have been cut to the 
bone to hold expenses in line with 
volume. Increases in sales will re- 
turn profits from a volume which 
prior to the last three years would 
have meant a loss. The long de- 
layed replacement demand is now 
making itself felt and we look for 
a better stability of resale prices 
by both the large and small whole- 
saler, including the price cutter 
whose business ethics will not be 
tolerated by the Industrial Recovery 
Administrator at Washington.’”— 
W.V. Price, Boston. 


owe it to the people who work for us, our Country, and 
ourselves to take advantage of this great opportunity.” 
—E. A. Jones, Albany. 

“We are hopeful that as Codes are adopted and made 
operative our electrical manufacturers will learn the 
same fundamentals (that is, as far as their distribution 
‘utlets are concerned) ; and that the pressure now put 
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“The success of the National Industrial Recovery Act, 
in my opinion, lies largely in the ‘everlasting-team-work 
of every bloomin’ soul.’ Its objects should not be for- 
gotten. It stands for stabilization of prices, production, 
wages, and working conditions that will give greater 
security to industry as a whole.”—W. S. Blue, Kansas 
City. 














Radio Industry Will Unite in a 


Local Committees Now Organizing 


Wholesalers, dealers and manufacturers will unite in an intensive, 
concerted sales drive during the full month of September. This 
selling will be tied into a week of special feature broadcasting 
from October 2 to 7, to be known as Radio Progress Week 


HE radio market is in the first fluttering stages of 

awakening and recovery, because public gloom is 

finally changing to confidence and optimism, the 
business tide has turned, general prices are rising, 
re-employment is in the news, men and women are once 
more talking about the things they want to buy, the 
634 million families who need new radio sets and the 
13 million households that have no 


lar and alluring—to make people want a good radio 
set at once, 

This balanced campaign will stimulate public interest 
in radio programs, encourage the use of broadcasting 
by advertisers and arouse the whole radio industry to 
aggressive selling. 

During this month local committees are being set up 

in every city to plan the local cam- 





radio, will soon be ready for the 
selling. 

So, under the leadership of the 
Radio Manufacturers Association, 
a Rebuild Prosperity Campaign is 
being organized throughout the 
radio industry this summer. 

As household spending starts, 
every competing appeal will bear 
down on the American family, with 
automobiles, refrigerators, clothes, 
travel and other interests all clam- 
oring for attention. 

Competition in the radio industry 
will not be between radio manufac- 
turers or wholesalers or dealers but 
against other industries that are 
after the same family dollars. 

And John and Mary will first buy 
the thing that first wins their inter- 
est and desire—that offers them the 
most in enjoyment, pride and bene- 
fit—the thing that suits their present 
mood. 

For four years people have denied themselves the 
good things of life until the hunger for a little luxury 
is hurting. The greatest need today is for some sun- 
shine for our souls and radio offers relaxation and 
pleasure,—those vital elements of laughter, melody, 
romance, drama, knowledge and news. It is up to the 
radio industry to step out and do something right now 
to capture popular attention and start the buying 
this way. 

This Rebuild Prosperity Campaign is the answer. 
It will combine— 

1. An intensive, organized drive to sell new receivers 
and to re-condition old sets with new tubes, parts and 
accessories. 

2. A week of special feature broadcasting—spectacu- 








Official Emblem and Slogan of the 
Campaign 


paign so as to cash in on the 
national program. Leading whole- 
salers in each city are taking the 
initiative with the help and guidance 
of Earl Whitehorne, national cam- 
paign director, and with the co- 
operation of manufacturers. Dealer 
meetings will be held and a local 
program worked out to embrace 
local cooperative advertising and 
broadcasting and aggressive selling 
by individual dealers. Special dealer 
help material has already been pro- 
duced by the national committee for 
local use. 

All during September the entire 
industry will unite in intensive sell- 
ing, national and local. Manufac- 
turers will advertise and broadcast 
the present dependability of radio 
equipment, the perfection of its 
tone quality and control, the scope, 
artistry and excellence of modern 
programs. Wholesalers will arouse, 
guide and assist the dealers in local advertising and 
selling. 

Dealers and service men will check up every radio set 
now in use and recondition them with new tubes, parts 
and accessories or sell new sets. Every known prospect 
will be canvassed. By special displays, advertising, 
local broadcasting, new model receptions, radio shows 
and good, barehanded selling, prosperity will be rebuilt 
for the radio industry, town by town. 

This is not just a manufacturers’ campaign, the 
R.M.A. is raising the banner because somebody has to 
start. The real opportunity lies in local selling. Dealers, 
service men and wholesalers will all enjoy the benefits. 
Each has his part to play to make this Rebuild Pros- 
perity for Radio Campaign a complete success. 
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Huge Sales Drive in September 


How the Wholesaler Can Cash In 


Write to Campaign Headquarters, Radio Manufac- 
1 turers Association, 330 West 42d St., New York 
City, for complete campaign literature. 
Study the Campaign Plan in the Campaign An- 
2 nouncement folder. Determine how it can be applied 
in your territory. 
Sit down and work out a program of your own to 
3 capitalize the September Sales Drive and Radio 
Progress Week through increasing the sales of your 
dealers. 
Get in touch with your manufacturers and find out 
4 what they are going to do in this campaign and how 
you can make the most of the cooperation they offer. 
Get in touch with the other leading radio distributors 
5 in your city and take the initiative in setting up a 
local campaign committee that will organize this Rebuild 
Prosperity Program for the radio trade in your com- 
munity, Grab the banner and step out to put your com- 
pany and the line you sell in the front rank, ready to 
get the business. 
Plan with your sales manager how to develop your 
6 own campaign throughout your territory, town by 
town. Plan how to interest and sell each dealer on the 
campaign idea, throughout the area covered by your 
salesmen. 
Work out with your advertising man and sales man- 
7 ager a program of advertising and cooperation that 
will support your dealers during the campaign, bind 
them closer to your campaign and your line and stimu- 
late them to more aggressive selling. 
Call in your salesmen and sell them on the National 
8 Radio Prosperity Program and your own Company 
Campaign. Show them how they can arouse and guide 
their dealers to cash in on this opportunity. 
Write a letter to all vour dealers telling them you 
9 are enthusiastic over the National Program and are 
developing a Company Campaign of Cooperation to help 
them tie in locally and increase their September and 
October sales and profits. 
Offer special campaign prizes to your salesmen 
10 for the man who does the best job in organizing 
dealers for the September Sales Drive. 
Inform your entire organization, so they will be 
11 interested in the Rebuild Prosperity Campaign. 
Get them all pulling for faster shipments, lower costs 
and better service to help put it over. 
Start an every-dealer canvass by 
12 men to— 

a. Sell each dealer the idea of the Radio Prosperity 
Program and show him how he can capitalize Radio 
Progress Week in his own selling this fall. 

b. Discuss with him point by point the detailed 
hings that he should do to get ready for the September 
Sales Drive and to carry it through. 
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your sales- 


c. Check up on his list of customers whose sets are 
obsolete or may need reconditioning and plan how to 
sell them. Check up on his list of prospects who have 
no radio. See that he has a list of automobile owners, 
who should buy auto sets. 

d. Go over the Dealer Plan Book, page by page. 
Show him the value of tying his store into the cam- 
paign. Determine how much dealer help material he 
needs for his store and prospect lists. 

e. If there is a local campaign committee in the town, 
sell the dealer on actively cooperating to capture public 
attention for radio and overwhelm the competition of 
automobiles, refrigerators and the other appeals. 

f. Offer campaign prizes to your dealers for the best 
increase in sales over last year, the best window or 
whatever competition best suits the situation. 

13 Make a personal visit to your local broadcasting 
studios. Ask them to give the dealers appropriate 

music for demonstration hours at scheduled times. 

14 Follow up those dealers who have not responded 
well. Get them into contact with the nearest cam- 

paign committee. 

1 Make sure that every dealer has the campaign 

5 display and advertising material, that the emblem 
and slogan of the campaign is well featured in his store 
and that Radio Progress Week is the keynote of his 
campaign. Clear all dealer helps through your local 
campaign committee to avoid duplication. 

6 Help organize meetings of dealers in each com- 
1 munity to build up enthusiasm, fire the competitive 
spirit among distributors and dealers and get the local 
plans squared away to hit the line hard on September 


first. 

Hammer home the point that Radio Progress 
17 Week broadcasting is provided to demonstrate the 
quality of radio sets. See that they are primed to prop- 
erly present the quality of the sets you sell them. 

Hold your dealers together and drive them for- 
18 ward during the campaign. Have your salesmen 
keep in close touch by visits and by telephone to check 
on each stage of the preparation and the conduct of the 
local campaign. 

As the programs are built up and scheduled on 
19 the national networks and by the local stations, get 
the word to your dealers with enthusiasm and tell them 
how to use these features in their selling. 

Renew the pressure upon every dealer through 
20 your salesmen, by phone and letter during Radio 
Progress Week. Impress upon them that they need not 
let down in their selling when the special broadcasting 
week is past. Keep up the pace and capitalize the 
unusual popular attention which has been captured by 
the continued advertising, canvassing and merchandising 
of the September Sales Drive. 














Plan to Help the Salesman 
Develop Dealer Outlets 


A practical method for developing dealer distribution, recently put into effect 
by the Westinghouse Electric Supply Co., which closely follows the principles 
of "The Jobber's Salesman Plan" for market determination and development 


HE Westinghouse Electric 

Supply Co. and a number of 

wholesalers associated with 
Westinghouse have installed a Dis- 
tribution Record and Salesman’s 
Daily Report system to provide information that is vital 
for constructive sales direction, but which overcomes the 
basic objections to most activities of this kind, namely— 
excessive cost of maintenance, too complicated to be 
useful, and too much burden on the salesman in making 
reports. 

Many sales record systems are, in our opinion, de- 
signed to furnish much more information than is abso- 
lutely essential. With this in mind the first step taken 
in designing this system was to eliminate every element 
that was not absolutely essential and which would not 
be usable. We could obtain many facts about our dis- 
tribution and sales performance which would be “nice 
to know,” but only those things were included which 
we must know in order to furnish the necessary and 
intelligent sales leadership that our salesmen deserve. 

The second step taken was to provide for the record- 
ing of this information with the minimum of clerical 
work and routine, and therefore the minimum cost. 

The third step was to provide a method of obtaining 
the necessary facts without burdening the salesman with 
voluminous and unnecessary reports, for after all it 
is the salesman’s job to spend his time selling, not mak- 
ing reports. 

There are several facts that every sales manager wants 
to know. He wants to know what distribution he has 
and how it compares with that of his competitors. But 
more important still, the aggressive sales manager wants 
to know what distribution he does not have, and there- 
fore the size and scope of the market that he is not 
in contact with. Many electrical wholesaler salesmen 
and executives feel that they already know these facts, 
but experience in gathering such information indicates 
that where such information is a matter of memory and 
not of record, many misconceptions exist. 

Every sales manager wants to know what the daily 
performance of each of his salesmen is, especially where 
he has undertaken a balanced sales prograin and has as 
his objective the guidance and development of his men, 
in addition to his interest in volume and gross profit. 


It is felt that these essential bits of information have 


By MARSHALL ADAMS 


Sales Promotion Manager 


Westinghouse Electric Supply Co. a salesman’s daily report form 
New York City 1 


been provided for by means of a 
simple distribution record form and 


which may be filled out in five 
minutes. In addition, a method is 
provided for keeping a classified mailing list constantly 
up to date without the drudgery of periodic and often 
overdue revisions. 

At first glance, and possibly at second glance, both 
of these forms may seem complicated, but once the pro- 
cedure has been gone through it becomes very simple. 
There are two distinct phases in the operation of this 
system. The first is the short period during which the 
original information is being gathered, and the second 
is the long period during which it is kept up to date. 
The greater part of the work for both salesmen and 
office comes during the first period. After that the whole 
thing settles down to a routine that involves very little 
detail. 

Let’s start with the Salesman’s Daily Report as it is 
used during the first phase of the system. It looks com- 
plicated, but it is the foundation of the system. It is 
8'44"x5%”, a convenient size, and yet large enough to 
contain all of the information about one day’s work. 

The salesman is asked to write in the name of the 
individual, the company and address of each call. In 
the “Call No.” column he is asked to put in the Classi- 
fication Code letter to indicate whether the dealer is a 
contractor-dealer, hardware dealer, department store, etc. 


PPOSITE the dealer’s name is a series of columns 

each headed with a specific appliance or group of 
appliances, for instance—refrigerators, washers, clean- 
ers, safety switches, etc. On his first call the salesman 
is asked to insert an “O” in the proper column to indi- 
cate if the customer carries a competing product in stock, 
and a “W” if he carries the Westinghouse Supply Co. 
line. Even on the first call the salesman is asked to 
put check marks in these same spaces to indicate when he 
sold the dealer an order. 

The information about dealer classification and com- 
petitive and Westinghouse lines handled furnishes the 
basic facts to be used in filling out the Distribution 
Record Forms which will be described later. 

After completing the first or survey phase of the 
system, the salesman’s reports become much more sim- 
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He writes in the name, address, etc., for each call 


ple. 
| 
as before but merely puts check marks in the proper 


columns to indicate items sold on the call. At this point 
he begins to record two additional facts as they occur. 
In the column headed “This is a new outlet for” the 
salesman writes in the name of the appliance or group 
for which he has secured this new distribution. 

In the next column headed “No longer handles our” 
the salesman writes in the name of the appliance or 
group for which he has lost an outlet. 

In the last column the salesman indicates the serial 
number of the campaign or deal which he sells the 
dealer. Thus with 
a series of check 





separate letters and notations, and at the bottom the 
salesman can keep the home office informed as to where 
he will be for the three days succeeding the date of 
the report. 

That is all there is for the salesman to do, and in 
general he can do it with less effort than his previous 
system of reports, letters, etc., required. But look at 
the information he has given his sales manager and 
his house. He has told him what items he has sold 
on each call, if any. He has reported new and lost 
distribution. He has shown his progress with the cur- 
rent campaign. He has recorded changes in name and 
addresses. He has 
surveyed the stock 





marks and a mini- 
mum of words the 
salesman gives an 
accurate picture of 
what his sales re- 
sults were on each 
call. 

During the course 
of time individ- 
uals, companies, 
and addresses 


SALESMAN’S DAILY REPORT 


WESTimenouer Pome 1782) 4 


care ” 


GIVE INDIVIDUAL, COMPANY, AMD ADORESS ON FIRST CALLS AND WHERE 
MAME OR ADORESS HAS CHANGED. USE TWO LINES IF NECESSARY. 
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of new customers 
and prospects. He 
has told of his re- 
tail sales develop- 
ment activities, re- 
ported his total 
dollar sales for the 
day, written his 
daily letter and 
stated his itinerary 
—all on an 8Y%4”x 
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change. Instead of CTS San TOF TO SSSD AU SSNS ENT GULLS NT SEADODNONTION SOO Sa 54” sheet of 
memorandum to the pce et esc . The Distribution 
home office about se mera, snus om caus muinen Leen cnee renee and Campaign Rec- 
this, all the sales- i ear cea ate aN oven “enee —_ ord is an 8%”x11” 
man has to do is to form punched to fit 
put a check mark DISTRIBUTION AND CAMPAIGN RECORD a three ring bind- 
in the “Call No.” er. One of these 
column and the = reper arnener rm sheets is filled out 
office immediately © po nae oR pits a 1 | OLEATE BELOW THE SORIA for each town large 
changes its records co-orenares esowores _} $ |) !Ele\ 41819 | , vt cauatana PanriiPaTeD enough to be con- 
to correspond to SSS nave __bei tine nave HE AEE HEE seein sidered a dealer lo- 
the new address. 4 cation. The facts 

When the sales- about central sta- 
man calls for the tion activity are es- 
first time on a new ————EE sential because of 
customer, he goes _ soilless ico the bearing that 
back to the proce- oO the central station 
dure of the initial Ce attitude has on 
phase of the sys- ANTEC IH TERATENE SCREENS | SNEED Fo LEER merchandising. 
tem. He puts the Se Electric cooking 
classification code ee and water heating 
letter in the “Call Only two forms are used, one for the salesman's daily report and the other rates indicate 


No.” column to 
show that it is a 
first call, and he indicates by an “O” or “W” the lines 
handled by the dealer. 

This report has been designed to be used by mer- 
chandising, supply, or combination salesmen, although 
the prime purpose of the system is to record merchan- 
dise distribution. The three spaces below the instruc- 
tions are inserted particularly for merchandising sales- 
men. It is our opinion that the three activities listed 
there are the elementary retail sales development duties 
of a merchandising salesman whose duties are primarily 
that of selling through the dealer rather than to him. 
These men are asked to tell us by call numbers where 
they performed these duties. 

On the reverse of the daily report is provided space 
for memoranda which eliminates the necessity of many 
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for the sales manager's record 


whether or not the 
town represents an 
electric range and electric water heater market. 

Notice that these sheets are filled out before the sales- 
man’s reports begin to come in instead of afterwards. 
Remember that one of the prime purposes of this sys- 
tem is to show up a lack of distribution. Town sheets 
on which no dealers’ names are recorded after the re- 
ports start coming in show up as places where a mar- 
ket exists, but where there are no retail outlets. 

This record form contains columns opposite the 
lines for dealers names, with the same headings that 
are on the Salesman’s Daily Report form covering the 
merchandising items only. 

From the Salesman’s Daily Reports, the names of 
dealers are posted on the Distribution Record and classi- 
fied. Note that there are two rows (Turn to Page 19) 
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Some of the Electrical Exhibits at 
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Striking mural decorations set off the entire exhibit of 
General Electric 








A miniature electric city, suggesting many new 
lighting effects, is a feature of Nela Park's 
section of the General Electric display 


& 


SROS COMPANY snc mc 
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The central portion of Kelvinator's large exhibit, 
where wall frescoes depict the history of food 
preservation 


Altorfer Bros. have the only exclusive washing machine 
and ironer exhibit at the World's Fair 


At the Century Electric booth, the layman learns why an 
induction motor revolves 


(Left) A unique combination of mirrors and 
neon lighting forms a striking background for 
Gibson's display 
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A CENTURY OF PROGRESS 





Constantly changing lights, playing on large discs, dom- 
inate the large Westinghouse exhibit 





i The lens of this huge flashlight at the National 


Carbon exhibit serves as a motion picture 
screen 
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A gigantic model of a food mixer dominates the 
Hamilton Beach booth 


| 
' 
; 
of 





Norge's modernistic booth is styled to symbolize its fa- 
mous Rollator mechanism 
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Frescoes of early scientists provide a historical back- 
ground for Sangamo's booth 





(Right) The Conover exhibit is selling the idea 
of electric dishwashing to thousands of women 
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—— FREDERICK has been investi- 
gating consignment selling. He finds electrical whole- 
salers to generally agree that a broader adoption of the 
consignment policy on the part of the manufacturers 
would result in a considerable increase in the amount of 
unintelligent and poorly financed competition. The atti- 
tude of the manufacturers will be discussed next month 


What Do Electrical Wholesalers 
Think of Consigned Stocks? 


By JOHN H. FREDERICK 


Assistant Professor of Marketing, 
University of Pennsylvania 


ITHIN the last few years there seems to have 
We: a definite trend toward consignment 

arrangements between electrical manufacturers 
and their wholesale distributors. It might be said that, 
for the independent wholesaler of electrical supplies, 
consigned stocks now represent approximately 20 per 
cent of the merchandise he sells. The items usually 
consigned in the electrical trade include standard and 
miniature incandescent lamps, conduit of various types, 
wire of various types, fans and sometimes certain lines 
of heating appliances, motors, transformers and certain 
makes of radio tubes as well as certain specialties. 
Probably 95 per cent of the electrical wholesalers today 
carry some, if not all, of these items on consigment. 
There is no appreciable amount of reconsignment by 
wholesalers to retail stores and contractor dealers, with 
the exception of radio tubes and lamps. During times 
like the present consignment selling is frequently men- 
tioned as a solution to many of the outstanding market- 
ing evils, but before such a system of selling becomes 
more general it will be well for both manufacturers and 
wholesalers to look at the advantages and disadvan- 
tages of consigned stocks. 

The writer recently corresponded with a considerable 
number of electrical wholesalers as well as with some 
of the electrical leading manufacturers in order to obtain 
their ideas on this subject of consigned stocks. It was 
surprising to find that, while the wholesalers were prac- 
tically unanimous in their stand against consigning stocks 
to retailers, there was a decided difference of opinion 
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on the question of accepting consigned stocks from 
manufacturers. Manufacturers, on the other hand, were 
practically unanimous in a desire to avoid consigning 
stocks wherever possible. An exception to this rule being 
those manufacturers who already had well organized 
consignment plans in operation. This article will con- 
sider the wholesalers’ side of the subject and a later 
article will discuss the matter from the manufacturers’ 
standpoint. 

Briefly stated, the reasons advanced in favor of car- 
rying consigned stocks by wholesalers of electrical 
equipment and supplies are as follows: 

1. When manufacturers consign stocks, wholesalers 
are enabled to carry a larger and more complete stock 
than they would otherwise feel justified in buying out- 
right. This enables them to better serve their dealers 
without any investment in inventory. Such a condition 
is particularly true in the case of lamps, with their 
many special types, and conduit where the large sizes 
move very slowly and usually have to be bought in 
carload lots involving quite an investment. In the case 
of seasonable merchandise, such as fans, of which there 
are also a good many types, some of which move slowly, 
the wholesaler is assured of a good stock to work from 
in the event of a demand and no investment in case of 
small demand. 

2. Wholesalers who are short of working capital 
almost always favor consigned stocks and in many cases 
the manufacturer will allow a larger stock than the 
wholesaler would ordinarily purchase if he was buying 
outright. The wholesaler is also protected against loss 
due to price reductions or obsolescence. 

3. When consigned stocks are a part of a system of 
price maintenance, such as is the case with lamps and 
radio tubes, wholesalers favor it (Turn to Page 19) 
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2% Wins in Manufacturer Poll 


Survey of leading manufacturers who sell through electrical whole- 
salers indicates that 70 per cent are in favor of a two per cent 
uniform cash discount while 20 per cent prefer one of five per 
cent and |0 per cent of the manufacturers express no choice 


electrical industry must come from the manufac- 
turers themselves, ELecrricAL WHOLESALING 
made inquiry among electrical manufacturers as to their 
attitude upon this important subject. 
Three questions were asked. 
1. Do you agree with the electrical wholesalers that a 
uniform discount for 
cash should prevail 


\ S final action on a uniform cash discount for the 


The following replies set forth the viewpoints of the 
manufacturers. 

“Our various lines have carried cash discounts of from 
one-half of one to five per cent. Experience shows us 
that five per cent is the most satisfactory.” 

‘“We hope that a two per cent discount will be agreed 
upon and become effective under the industry codes. We 
feel that five per cent is 
too great a premium to 





throughout the electrical 


STANDARD TERMS 


30 DAYS NET FROM DATE OF INVOICE 
To Secure Cash Discounts, Remittances Must Be Made 
ithin Ten Days from Date of Invoice. 


pay to customers for dis- 
counting their bills, even 
if the amount is ultimate- 





industry ? 
The manufacturers ex- 
ILG FANS 
pressed themselves as Le. ree 


being unanimously in 
favor of the adoption of 
a uniform cash discount. 


PORCELAIN IN 
TRANSFORMERS 


FAN AND POWER MOTORS 


LATORS AND TUBES 


) ly added to the price.” 


STRICTLY NET 
> CASH 
THIRTY DAYS 


“Two per cent seems 
sufficient. On some lines 
we allow five per cent and 





2. Do you favor its in- 
clusion in the codes now 
being prepared under the 
National Industrial Re- 
covery Act? 


RUBBER COVERED me 


on others two per cent. 
) We notice little difference 
q tc Stengyiliion in collecting. Customers 
TEN DAYS : 
who are ordinarily 
prompt take two per cent 








The manufacturers DRY BATTERIES 


1% TEN DAYS as quickly as five per cent, 





were again unanimous in 
stating that this impor- 


PANEL BOARDS—SAFETY SWITCHES) 
WIRING DEVICES, INCLUDING: 
SOCKETS, RECEPTACLES, 


and customers who are 
slow apparently pass up 


tant subject should be 
included in the industry 
codes. One manufacturer 


SWITCHES, ETC. 


HEATING APPLIANCES 


POWER ELECTRICAL APPLIANCES 


} 2% TEN DAYS a five per cent cash dis- 
count as readily as one of 


two per cent.” 








ARMORED CABLE 
RIGID IRON CONDUIT 
FLEXISLE METALLIC 


said “The manufactur- 
ers should incorporate a 
uniform cash discount in 


UIT AND FITTINGS 
OUTLET. AND SWITCH BOXES 


“A five per cent cash 
discount is not really a 
cash discount. It becomes 


5% TEN DAYS 





their industry group 
code. When the -whole- 
salers formulate their 


All reels charged 
good order by prepaid freight. 


No Charge for Boxing, Except on Fixtures and Glassware. 
at cost and must be paid for when bill is due 
and will be credited or money refunded when returned to factory in 


a part of the price and, 
from our experience with 
other concerns who give 





code, we believe they 
should also include a uni- 
form cash discount which 
all wholesalers will allow 
their customers. This 


that an 





RETURNED GOODS 
yy wishing to return goods 
take the matter up with us and get our permission before 


cng f° of course, expect to rectify our own mistakes. Where the 
mistake is not ours and permission is given to return goods, it Rn 
be with the understanding that goods must be returned in good order 
prepai adequate service 
cent will be deducted from the credit. 


a five per cent cash dis- 
count, it is used by the 
distributor as a part of 
the selling price—enab- 
ling him to reduce his re- 


for any reason whatever will 


charge of not less than ten per 








would discourage, if not 
prevent, price cutting 
through the subterfuge 
of allowing customers excessive discounts for cash.” 

3. Do you agree with the majority of the wholesalers 
that this discount should be one of five per cent, or do 
you prefer a cash discount of two per cent? 

This question revealed a difference of opinion among 
the manufacturers. Seven out of 10 went on record as 
favoring a two per cent discount, while two expressed 
a preference of five per cent (these were mostly conduit 
nanufacturers) and one out of every 10 stated that he 
was agreeable to either two or five per cent. 
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Standard terms of a typical wholesaler which include five different 
cash discount classifications 


sale by three points and 
still obtain the equivalent 
of a two per cent cash 
discount. This, I believe, is a more or less serious 
matter.” 

“We sell through the electrical, hardware, plumbing 
and heating, and mill supply wholesalers. You can readily 
see our predicament if all four trades adopted a different 
code, and this would be not only on cash discounts but on 
published net prices. We are of the opinion that a five 
per cent cash discount is a trade discount in disguise. 
Certainly it does not represent a sane value on the use 


of the money for the extra 20 days involved.” 
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Wholesalers Should Actively Oppose 


Unsound Manufacturers Policies 


By demanding an announced sales policy from his sources of supply and insisting 
that it be strictly adhered to, and by establishing an announced purchasing policy 
of his own from which he will permit of no deviation, the wholesaler will remove 
misunderstandings and both he and the manufacturer will obtain larger profits 


ALES policies of manufac- 
turers are important factors 
in determining wholesalers’ 

profits. Likewise, they are im- 
portant factors in determining 
manufacturers’ profits. This is particularly true of 
manufacturers whose products, such as small tools, find 
a natural outlet through wholesalers. 

In the desire of manufacturers to stress the quality 
of their products, they often neglect to mention the 
merits of their sales policies. Manufacturers advertise 
and wholesalers demand full knowledge of the advan- 
tages of producers’ merchandise. Wholesalers should 
demand, further, that manufacturers’ sales policies be 
publicly announced and as good as their products. 
Wholesalers should also demand that a definite state- 
ment of a manufacturer’s sales policy should be issued 
from the home office over the signature of an officer 
of the company. This statement should guarantee strict 
adherence to the established policy. 

These statements of policy should be clear, concise 
and disavow all unsound practices. Wholesalers should 
carefully scrutinize them to be sure that they are duly 
protected against all unfair practices and that the state- 
ments are not merely a collection of meaningless words. 

Some of the most destructive practices facing whole- 
salers are: secret rebates, allowances, concessions, in- 
correct billings, selling factory brand quality as special 
or private brands to certain wholesalers or through cer- 
tain channels of distribution at prices lower than the 
factory brand is sold to established wholesalers, and 
selling a special grade of merchandise in one channel 
of distribution without offering the same quality at 
equal prices in all channels of distribution. Methods of 
this character are invariably based on secrecy and secrecy 
is presumptive evidence of an unsound policy. 

Other destructive practices of manufacturers which 
adversely affect wholesalers’ profits are: competing with 
wholesalers by direct selling at unfair prices, filling 
orders from non-stock carrying wholesalers on the same 
or nearly the same basis as established stock-carrying 
wholesalers, and selling in territories where representa- 
tion has not been established at prices less than published 
resale schedules. 

The wholesaler’s greatest competitor is not always 
the competing wholesaler, but often the manufacturer, 
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By D. W. NORTHUP 


President, The Henry G. Thompson & Son Co., 


New Haven, Conn. 


who in whole or in part sells di- 
rect at prices with which whole- 
salers cannot compete. Direct 
selling imposes a strain on the 
profit structure of an industry, 
for direct sales are invariably made at prices so low 
as to take the business away from the local wholesaler. 
That wholesaler, in an endeavor to meet the low-price 
competition of direct selling, often tries to prevail upon 
his source of supply for lower prices. This usually 
results in a general reduction of prices to wholesalers, 
which, in turn, means reduced profit to the offending 
manufacturer himself, the wholesaler, and the compet- 
ing manufacturers in the industry. Wholesalers should 
not permit these practices to continue. 

When a manufacturer's policies are unsound and 
detrimental, wholesalers should vigorously oppose them. 

In prosperity, some manufacturers market their prod- 
ucts direct, either wholly or partially, but in times like 
the present, they should have learned that wholesalers 
offer an economical means of efficient distribution. In 
times of prosperity, in some cases at least, wholesalers 
feared the loss of a good line if they objected to a 
manufacturer’s sales policy, but today it is the manu- 
facturer who is afraid of losing a good wholesaler. 
Here, then, lies the power of wholesalers. United in 
purpose, individually, they can successfully resist the 
few manufacturers who use unsound and unfair prac- 
tices. Action by wholesalers will protect their inter- 
ests and increase their profits. 

Recently, wholesalers have learned that manufactur- 
ers cannot retain unsound policies when wholesalers 
oppose them. In several cases, manufacturers have been 
compelled to change their policies almost over-night. 


HOLESALERS should never fail actively and 
forcefully to combat manufacturers’ unsound 
methods in other territories as well as in their own. A 
manufacturer may institute an unsound policy in one 
territory or with one item in his line, and if it is not 
stopped at the point of its origin, it may spread into 
other territories or other lines. Supporting a fellow 
wholesaler’s cause in an outside territory will thus make 
for better conditions nationally. 
If protests are of no immediate avail, the discontinu- 
ing of the offending manufacturer's line by a few im- 
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portant wholesalers will have a far reaching effect on 
tnat manufacturer and on other manufacturers as this 
action becomes known. 

To prevent the destruction of profits, upon the estab- 
lishment of fact, wholesalers should give publicity to 
offending manufacturers’ unsound policies. Manufac- 
turers should likewise give publicity to unsound prac- 
tices rather than to meet blindly this form of compe- 
tition with an equally unsound policy or an equally low 
price. 

Much good can be accomplished if wholesalers, their 
associations, and trade journals will urge individual ac- 
tion on the part of members of the industry in vigor- 
ously protesting to offending manufacturers against 
unfair practices. 

Wholesaler’s publications can help immeasurably by 
publishing the name of the offending manufacturer and 
the actual facts concerning the un- 
fair practice. Manufacturers with 
sound sales policies should support, 
with their advertising, wholesalers’ 
trade journals which are helping in 
the campaign now under way for 
better business practices. Wholesal- 
ers should encourage manufacturers 
with a nationally announced sales 
policy by purchasing from them. 

High prices contribute to prosper- 
ity; low prices prevail during peri- 
ods of depression. Therefore, it is 
to the interest of both wholesalers 
and manufacturers to work for a 
stable market at reasonably high 
prices. 


It is recognized that any manu- 
facturer has the right to put a fair 
price on his merchandise and advance or reduce prices 
as he sees fit at will. Broader wisdom dictates, however, 
that all prices, terms and other conditions of sale should 
appear on the invoice instead of being granted through 
secret concessions, which when exposed, always lead to 
unprofitable price competition. 

There is a vast difference between price reduction and 
price cutting. Price reductions are a general price decline 
made in the open, but price cutting is a secret concession 
in individual cases. Price cutting, therefore, leads to a 
demoralized price decline and generally results in lower 
average prices than price reductions. 

If a wholesaler or a manufacturer cuts the price 10 
per cent on an article in order to secure a desirable 
account, the competitor can usually regain the account 
by meeting the price. The only results of price cutting, 
therefore, are to invite solicitation of the wholesaler’s or 
manufacturer’s own accounts on a price cut basis and 
to reduce profits all around. 


HE slogan of the National Casket Makers’ Associa- 

tion, used at one of its recent conventions, completes 
the picture of the fallacy of price cutting on an article 
the national consumption of which cannot be increased. 
It reads: “Reducing the price of caskets will not in- 
crease the death rate.” It is a fact, however, that price 
cutting increases the death rate of corporations. 

Some of the decisions of the United States Supreme 
Court would indicate that if a manufacturer discrimi- 
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nates in price between customers, he has made himself 
liable to a suit for damages by the customer discrimi- 
nated against. Until this issue is definitely settled by the 
courts, manufacturers will do well to keep these Supreme 
Court decisions in mind when embarking on a policy of 
price discrimination. 

Consider now how the purchasing policies of manufac- 
turers affect wholesalers’ profits. 


T a national convention of manufacturers, William 
P. Jeffery, secretary of the Hack Saw Manufac- 
turers’ Association, stated in substance, “You executives, 
who are the heads of your respective companies, are 
playing a dual role which ought to be stopped. You 
urge the sales manager to get a price that will show a 
fair profit. You then urge the purchasing agent to ob- 
tain a lower price on your materials. In doing so, you 
try to break down your suppliers’ 
market and thereby cut their profits. 
Thus, you are acting the part of Dr. 
Jekyll and Mr. Hyde, which is in- 
consistent as well as unfair. When 
you strive for profits and stabiliza- 
tion in your sales market, you should 
concede profits and stabilization in 
your purchasing market. You must, 
of course, have assurances from your 
suppliers that you are not paying 
more for your merchandise than 
are your competitors.” 

As the wholesaler’s largest cost is 
merchandise, the principal concern 
in a buying policy should be that his 
merchandise is not costing more than 
his competitor’s. Assuming that the 
wholesaler’s cost of merchandise is 
73 per cent of the selling price, there is little to fear 
from competitive price cutting because out of the re- 
maining 27 per cent must come overhead, profit and 
the concession given in the price cut. It is a serious 
matter, however, to the wholesaler if his competitor is 
getting a 10 per cent concession in any form, as this is 
equivalent to a 7.3 per cent reduction on the wholesaler’s 
selling price. 


HOLESALERS might well write an officer of a 

number of their principal suppliers asking for a 
definite answer to a specific question as to whether or 
not the supplier is according them his lowest price on the 
class of merchandise purchased. Also, it would be well 
to ask whether the manufacturer sells this class of mer- 
chandise under another brand name at lower prices, or 
sells similar merchandise in any single channel of distri- 
bution at lower prices than those offered in all other 
channels of distribution. If wholesalers try this experi- 
ment, they may find that the price concessions granted 
them, if not equal to the concessions which are granted 
to others, are not really price concessions at all. 

Demand an announced sales policy from your sources 
of supply. Insist that it be strictly adhered to. Establish 
an announced purchasing policy of your own from which 
there will be no deviation. The adoption of such methods 
by wholesalers will remove misunderstandings and both 
the wholesaler and manufacturer will be rewarded with 
larger profits as a result. 
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E. T. ROWLAND, Editor 


A Program for 
“VICTORY in '33”” 


The major problem of the entire electrical industry is to 
secure for itself a larger share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


|. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 
of electrical goods—recognizing that their own 
sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


Pendulum Or 
Rocket? 


USINESS has turned upward. It will improve 
still further under the guidance of the National 
Recovery Administration. But, we are not going to 
have a boom, at least not this year, nor probably next. 
For months we have been crawling along in low 
gear. Now we have shifted into second. Let’s be 
content to run along that way for a while. Let the 
motor of public consumption get warmed up grad- 
ually before we throw into high and step on the gas. 


Let’s not go too fast. Let’s swing upward gradually 
as does the pendulum, instead of shooting skyward 
like a rocket. The rocket only falls back to earth 
again and it falls fast and hard. 

Only last month the alcohol stocks, primed by repeal 
news, were taken for a sky-ride by the professionals. 
The public, or at least some of the public, climbed 
aboard. What happened? The boom collapsed. The 
“suckers” lost their shirts. 

What are we driving at? Just this. The electrical 
wholesaler has no excuse for stocking up beyond a 
reasonable anticipation of his requirements for the 
next 60 or 90 days. Some manufacturers’ men, we 
have been told, are out driving for “protection” or- 
ders, urging their wholesalers to load up to the hilt 
so that their factories can work over-time producing 
a surplus of material before manufacturing costs are 
increased under their industry code. Wholesalers 
who let themselves be cajoled, or browbeaten, into 
placing such anticipation orders become speculators in 
commodities. And if they borrow to carry their ex- 
cess stocks, they become margin speculators. They, 
too, will “lose their shirts,” and deservedly so. 

The legitimate wholesaler performs just three func- 
tions; he warehouses, he extends credit and he sells. 
He is in no sense a speculator. His profits should be 
based on an adequate margin plus a reasonable turn- 
over. And he should be content with such profits. 

No self-respecting electrical manufacturer is going 
to allow a loyal distributor to suffer for lack of mer- 
chandise, just because that wholesaler failed to come 
through with “protection” orders that would have 
jammed his warehouse to the rafters and strained his 
credit to a point where the slightest reverse would 
have landed him in the sheriff’s lap. 

The large majority of electrical wholesalers have 
vivid recollections of the 1929 toboggan. These re- 
marks are directed, not to them, but to the few who 
may have forgotten. 


The Evidence 
Favors 2%, 


OTH wholesalers and manufacturers are of one 

accord in desiring the adoption of a uniform cash 
discount for the electrical industry. Whether the ac- 
tual discount that is decided upon is two or five per 
cent is of secondary consideration. The crying need 
is for uniformity. 

A small majority of the wholesalers prefer a five 
per cent discount for cash while a large majority lean 
toward two per cent. On the other hand, most manu- 
facturers favor a two per cent cash discount. 

While five per cent offers a greater inducement for 
prompt payment and should result in reduced collec- 
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tion expenses, nevertheless, there is greater probability 
that it will be abused. There is also another possi- 
bility. In adjusting their price schedules to a five per 
cent cash discount manufacturers will be tempted to 
“chisel” their trade discounts, rather than revise their 
list prices. We know of one instance where a manu- 
facturer frankly admitted that, if he went to five per 
cent, he planned to reduce the wholesaler’s spread by 
that amount. If the wholesalers “squawked”’ then, 
this manufacturer said, the five per cent would have 
to come out of the dealer’s margin. 

The Department of Commerce has recently pub- 
lished a summary of the credit terms offered by whole- 
salers and manufacturers. 1,879 establishments re- 
ported terms of two per cent 10 days, net 30 days; 
1,024 gave two per cent 10th prox., net 30 days, while 
only 97 granted five per cent. 

Two per cent is, unquestionably, the cash discount 
in most general use by American business today. Why 
not adopt it as the standard for the electrical industry ? 

Many electrical manufacturers and many wholesalers 
handling electrical lines also sell to other fields where 
two per cent is now customary. A five per cent dis- 
count on electrical goods would only complicate their 
problem. 

Furthermore, less resistance would be encountered 
among manufacturers in securing their general adop- 
tion of two per cent. 

And, the five per cent adherents among the whole- 
salers would much prefer the adoption of two per cent 
to the present chaotic condition. 

Two per cent appears to be the logical choice as a 
uniform cash discount for the electrical industry. 

Let’s adopt it. 


An Unfair 
Practice 


S we predicted several months ago, the range 
rental plan, first adopted in Hartford, Conn., has 
started to spread. Out on the Pacific Coast one utility 
has definitely adopted a policy of range rentals, an- 
other has ordered 50 ranges for experimental installa- 
tion, while a third is considering the purchase and 
rental of 1,000 ranges. 

Rental ranges are sold direct to the utility by the 
manufacturer. Both wholesaler and dealer are by- 
passed. If utilities generally adopt this rental prac- 
tice, the electric range market will be destroyed, not 
only for the wholesalers and dealers, but for those 
range manufacturers whose distribution has been built 
around these legitimate trade channels. And the 
growth of this practice will put an end to cooperative 
industry merchandising, as far as ranges are concerned. 
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The manufacturer who sold the rental ranges to the 
Hartford utility is now engaged in aggressively pro- 
moting. the range rental idea among the utilities gen- 
erally. He is not one of the N. E. M. A. group of 
range manufacturers who are sponsoring the coordi- 
nated and orderly development of the range market 
through the National Electric Cookery Council and 
its affiliated local councils. He is playing a lone hand 
and apparently is-meeting with some success. We 
contend that he is promoting a trade practice which 
is unfair because, when adopted by a utility, it deprives 
the wholesalers, the dealers and the other range manu- 
facturers of the opportunity to each secure their fair 
share of the electric range market in the territory 
served by that utility. 

When the range section of N. E. M. A. prepares its 
Code, we hope it will deal vigorously with this situa- 
tion, 


The Radio 


Drive 


EXT month the radio industry will conduct a 

nation-wide Rebuild Prosperity Campaign to be 
followed by special broadcasting during Radio Prog- 
ress Week, October 2 to 7. 

This campaign promises to be the biggest thing that 
the radio industry has ever done to promote its own 
prosperity. All details of the campaign have been 
carefully worked out in advance. The dealer promo- 
tional material is ready now. Local committees have 
already been formed in more than 50 cities. From 
present indications, local organizations will be set up 
and functioning in at least 100 cities when the cam- 
paign opens next month, 

This September Sales Drive has been carefully 
planned to reach every family. Through advertising, 
broadcasting and personal contact, it will drive home 
the fact that the modern radio set is just as new, just 
as much better than the models of only a few years 
ago, as is the automobile. The public will discover 
that the modern radio receiver offers a tone quality, 
sensitivity and selectivity that they have never known 
were possible before. And this will sell new sets. 

Although sponsored by the radio manufacturers, this 
is not just an R. M. A. campaign. It is a campaign 
for every manufacturer, every distributor, every dealer 
and every service man in the entire industry. 

The electrical wholesale field belongs in this Sales 
Drive because two out of every three wholesalers sell 
radio sets. This promises to be a genuine sales op- 
portunity. What electrical wholesalers gain from it 
will depend on what they put into it in planning and 
preparation, and in cooperation with their manufac- 
turers, their fellow distributors and their dealers. 
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Trends in 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








Virginia Morris Plan Bank Pro- 
vides 7% Financing Service 


Some time ago the Virginia Electric 
Power Co. withdrew from the sale of 
small appliances, turning this business 
over to the dealers exclusively. Early 
in 1933 it discontinued selling refrig- 
erators, and of 5,000 added to the load 
last year 4,400 refrigerators were sold 
by dealers. Out of 1,165 ranges sold, 
374 were marketed by dealers. There 
has been a sustained effort, therefore, 
to promote the activity and effectiveness 
of the dealer and there is good evi- 
dence of the success of the methods 
used in the fact that despite the bad 
times the average total kilowatt-hour 
consumption per residence customer in- 
creased on the system last year by 88, 
to a total of 702. The national average 
was then 601. 


There was need, however, for a 
financing plan to provide for the 
small dealer who was unable to secure 
installment credit service except at pro- 
hibitive prices or at too great a bur- 
den on his limited capital. The Morris 
Plan Bank of Virginia offered a serv- 
ice, based on its extensive experience 
in financing the credit needs of the 
individuals. 

This plan establishes cooperation be- 
tween the purchaser of an appliance, 
the dealer, the manufacturer and the 
bank. It offers a service of installment 
credit on unpaid balances of $75 or 
over at a flat discount charge of six 
per cent per annum plus a one per cent 
fee or 12 per cent for two years’ time 
plus a two per cent fee. It provides a 
balanced responsibility that insures a 
low price to the purchaser, because the 
risks and costs of operation are reduced 
to a minimum.—EarL_ WHITEHORNE 
in Electrical World for July 8. 


v 


The Value of Direct Mail 
to the Distributor 


I wonder if too many distributors are 
not nut-and-bolt conscious instead of 
sales-promotion conscious. An impel- 
ling direct-mail message sent to live 
prospects, and intelligently and promptly 





followed up by personal calls would 
probably bring in greater results than 
years of invoice stuffing. Industrials 
might be classified as to the type of 
equipment they would be interested in. 
Salesmen could further verify and sup- 
plement the list. In that way adver- 
tising dollars would fall only on fertile 
fields. Perhaps the distributor has his 
own reasons for not promoting direct- 
mail campaigns, but in order for him 
to survive present conditions, I believe 
it is going to require the same drastic 
sales measures which manufacturers 
and users are summoning to their 
power. In other words, the distributor 
will probably have to turn merchan- 
diser if he is going to fully capitalize 
on the natural advantages which he 
has over the direct-selling manufac- 
turer. Because his business is usually 
local, direct-mail is one of the keenest- 
edged weapons he could use—H. F. 
Wou rE, purchasing agent, the Pepso- 
dent Co., in Mill Supplies for July. 


v 


Jewelry Wholesalers Lose Money 
on Accounts Below $900 


That the amount of average sale to 
a customer is an important factor in 
the profitableness of the operations of 
wholesale jewelers is indicated by the 
results of a recent study made public 
by the Department of Commerce. 

For the three-year period covered by 
the study, concerns with average an- 
nual sales per customer of $900 or over 
showed a profit of $2.58 per $100 of 
sales. In contrast to this, wholesalers 
selling each customer from $500 to 
$900 worth of goods during the year 
suffered a loss of $1.41 per $100 of 
sales, while firms with sales of less 
than $500 on the average sustained a 
loss of $4.99 for each $100 of business 
done. 


In each year, it is stated, the results 
of operations were invariably most 
favorable for concerns with large an- 
nual sales per customer, and least fav- 
orable for the establishments with small 
average sales—From Domestic Com- 
merce for June 30. 


House Painters Can Sell 
Refixturing Jobs 


A Brooklyn fixture dealer by install- 
ing a paint and hardware department 
found that he could use house painters 
to further the sale of lighting fixtures. 
Some time ago, when new building 
operations were curtailed, the Gudlite 
Co. decided to change its business to 
meet the new conditions. 


Two upper floors have been vacated 
and the store enlarged an additional 
1000 sq. ft. Instead of the beautifully 
panelled series of fixture display rooms, 
the store has been redesigned to accom- 
modate stocks of hardware and paints 
in addition to the lighting fixtures. 

According to Edward Blumenfeld of 
the Gudlite Co. painters and carpenters 
are doing a better job than the elec- 
trical contractors in selling lighting 
fixtures, while the lines of hardware 
draw individual customers into the 
store, who would never think of walk- 
ing into an exclusively fixture shop. 

“There are plenty of house painting 
jobs going on all the time,” said Mr. 
Blumenfeld. “It’s a sure sign when a 
painter is on the job, there’s decorating 
to be done. And while the painter is 
on the job he has an opportunity to 
make suggestions which help to sell 
lighting fixtures—From Lighting for 
June. 


v 


Retailers Overhead Expense 
Averaged 38.5% in 1932 


The annual report on merchandising 
and operating statistics for department 
and specialty stores, covering 1932, 
has just been published by the Con- 
trollers’ Congress of the National Re- 
tail Dry Goods Association. 

For the group of stores reporting, 
sales declined approximately 23 per 
cent in 1932 from 1931, bringing the 
average total expenses to 38.5 per cent 
of sales in 1932, compared with 35 per 
cent in 1931. Net losses were more 
than twice as great in percentage to 
sales as the previous year—From Do- 
mestic Commerce for June 20. 
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A Plan to Help the Salesman 
Develop Dealer Outlets 
(Continued from Page 9) 


of spaces opposite each dealer’s name. 
The top row is checked to indicate 
competitive lines handled by the dealer, 
and the bottom row is checked to in- 
dicate Westinghouse Electric Supply 
lines. Thus when the salesman has 
made his first complete round of calls, 
the sales manager knows what his own 
and competitive distribution is and how 
they compare. He also knows at a 
glance where his weak spots are and 
where his distribution is blank. 

As the salesman goes into the sec- 
ond phase of his reporting, his reports 
give the information necessary for 
keeping this record up to date. 

Check marks in the “Call No.” col- 
umn on the Salesman’s Daily Report 
indicate a change in name and address. 
These corrections are then made on the 
Record. 

Classification code letters in the 
“Call No.” column indicate new ac- 
counts. Their names are added to the 
record with the information about 
lines handled. 

Notations in the “This is a new out- 
let for’ column are posted on the 
Record by checking the proper col- 
umn. Notations in the “No longer 
handles our” column cause an erasure 
of a check mark on the record. 


Reports of serial numbers of cam- 
paigns sold are also posted on the rec- 
ord so that the record sheet always 
shows how well a campaign or deal 
was put over in any town. 

In this way the sales manager knows 
at all times the progress or lack of 
progress he is making in contacting 
his market through retail channels, and 
he has at his finger tips definite facts 
to discuss with his men. From these 
facts he is able to determine what 
direction and help his men need, and 
is readily able to decide where he 








Tee for Two Hundred: When electrical 
golf tournaments come up Carl Christine 
(right), secrétary-manager of the St. 
Louis Electrical Board of Trade, makes 
a fine Master of Ceremonies. With Carl 
is Live-wire Cliff Williams of Economy 
Fuse and Mfg. Co.; every foursome wants 
Cliff because he’s so good-natured. 


should work with and for his men in 
the field. 

The information also becomes a basis 
for a comprehensive and continuous 
sales incentive or sales stimulation 
plan. From readily obtainable facts 
the sales manager can evaluate each 
of his towns in terms of the number 
of retail outlets that he wants. It is 
easy to calculate the number that ex- 
ist, and the standing or performance of 
a salesman can be recorded periodically 
to show improvement or decline. 


v 


What Do Electrical Wholesalers 
Think of Consigned Stocks? 
(Continued from Page 12) 


since it makes cut price competition 
impossible among themselves; reduces 
their investment in accounts receivable 
and affords them protection against 
credit losses. 

The reasons advanced by wholesalers 
against handling consigned stocks may 
be summarized as follows: 

1. The consignment of stocks to 
wholesalers by manufacturers stimu- 
lates irresponsible competition and 
price cutting. As one wholesaler 
said, “Responsible wholesale distribu- 
tors do not take anything on consign- 
ment that manufacturers will sell out- 
right. Young and financially limited 
distributors are inclined to get as many 
consignments as possible, which en- 
courages overstocking and _ price-cut- 
ting; since when pushed for cash the 


wholesaler operating on _ consigned 
stocks is likely to dispose of such 
stocks at a loss.” 

2. Wholesalers who accept con- 


signed stocks have little reason for 
making a careful adjustment of such 
stocks to requirements and are not apt 
to be responsible and careful mer- 
chants. Since the wholesaler is 
financed by the manufacturer to the 
extent of the consigned stock he is tied 
up to that manufacturer and finds it 
hard to insist on anything which the 
manufacturer is not ready to grant. 
In fact the consignment practice tends 
to change the functions of the whole- 
saler in a fundamental way by reducing 
his independence and responsibility. 
3. When sales are made on a con- 
signment basis on a rising market the 
wholesaler is not obtaining any advan- 
tage from advancing prices, whereas 
if he were buying outright he would 
be taking advantage of all market 
changes upward. In the past this has 
proved to be quite a factor with the 
wholesaler and he would, in a great 
many cases, prefer to be a free agent 
to use his own judgment in buying 
and take his own chances on market 
prices. Where consignment is used 
for a line which should have a steady 








Facing the Sun: W. C. Blaine, Blaine 


Electric Co., St. Paul, Minn., usually 
smiles cheerfully but the strong sun got 
him this time. 





turnover it almost invariably results 
in a smaller margin of profit than 
should be obtained on the item. In 
addition, some wholesalers feel that 
the greatest disadvantage of consigned 
stocks is that if outright purchases 
were made a better price could be ob- 
tained on the same kind and amount 
of merchandise. This may not always 
be true but several wholesalers stated 
that they felt it to be so in most cases. 

4. Wholesalers who try to do an 
independent business and at the same 
time accept consigned stocks find that 
their accounting for stock on hand is 
greatly increased. As one wholesaler 
said, “On the numerous items that any 
electrical wholesaler must carry in 
stock, we believe that it would be very 
unsatisfactory to have a_ consigned 
stock as this would mean making a 
report to every factory once a month 
as to the amount of goods sold. This 
would mean a lot of extra clerical 
work. We deal with anywhere from 
150 to 200 manufacturers and if we 
were to have a consigned stock from 
even half of these, it can be seen what 
amount of work it would mean to make 
these reports every month.” 

From the standpoint of wholesalers 
it seems to be the general consensus 
that the industry would be greatly 
harmed if there was a broader adop- 
tion of the consignment policy on the 
part of the manufacturers, for it would 
result in a considerable increase in 
the amount of unintelligent and poorly 
financed competition. One wholesaler 
summed up the attitude in this way, 
“We are opposed to consignments 
other than lamps and large items sim- 
ilar to conduit and wire and believe 
that one of the causes for our present 
difficulty in the electrical industry is 
brought about through wholesalers be- 
ing able to establish themselves by the 
help of manufacturers through consign- 
ment of merchandise, often accompanied 
by missionary salesmen to get things 
started, with very little, if any, actual 
operating capital.” 
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Association 


Activities 


trade associations. 


A forum for the exchange of news 


and views between both local and national 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Chicago Wholesalers Urge 2% 
Minimum Cash Discount 


The following resclution was unani- 
mously passed at a recent meeting of 
the Chicago Electrical Wholesalers 
Association: 

“Whereas, a few manufacturers still 
maintain a policy of allowing a cash 
discount of only one-half of one per 
cent on merchandise purchased by the 
electrical wholesaler and 

“Whereas, by custom and practice the 
customers of our trade who take advan- 
tage of cash discounts, invariably de- 
duct a minimum of two per cent and 

“Whereas, this difference of one and 
one-half points is considerable in 
amount during the course of a year and 

“Whereas, it is impossible to insist 
upon customer taking only one-half of 
one per cent and 

“Whereas, it is poor business on our 
part to antagonize a customer on this 
point, 

“Now, therefore, be it resolved, that 
we, The Chicago Electrical Wholesal- 
ers’ Association, in regular meeting 
assembled, have unanimously agreed to 
petition all manufacturers of electrical 
commodities to agree to establish their 
price list to us hereafter based upon a 
minimum cash discount of two per cent, 

“Be it further resolved, that a copy 


of this resolution be forwarded to all 
electrical associations in the United 
States.” 

Members of this Association have 
also joined in a protest to those manu- 
facturers who quote prices direct to the 
wholesaler’s customers which do not 
provide a margin sufficient to cover the 
credit risk involved. 

v 
Wholesalers to Participate in 
Convention of Inspectors 


The International Association of 
Electrical Inspectors will hold a meet- 
ing of the entire association at the Con- 
gress Hotel, Chicago, during the week 
of September 11 to 15. This association 
numbers among its members most of 
the electrical inspectors throughout the 
United States and Canada. Each day of 
the meeting will be devoted to one of 
the major groups of the industry. Mon- 
day will be Safety Day; Tuesday, Elec- 
trical Manufacturers and Wholesalers 
Day; Wednesday, Electric Utilities and 
Electric League Day; Friday, Electri- 
cal Contractors Day. Thursday will be 
devoted to business meetings. 

Wednesday, September 13, has been 
officially set aside by “A Century of 
Progress” as “Electrical Inspectors 
Day.” <A_ special program is being 
arranged for this day. 
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Ivan M. Kirlin Plays Host: 


to members of the new Electric Club of Detroit who 


topped off their meeting at the Detroit Yacht Club on July 14 with a cruise up 
Lake St. Clair on Kirlin’s yacht “Bo-Peep.” The club now boasts of 75 members 
and has set a goal of 100 for September 1. R. M. Prior, Benjamin Electric Mfg. 
Co., led a field of 42 at the club’s tournament at the Red Run Golf Club on June 27 


Northeastern Association Curbs 
Direct Selling 


Although organized less than four 
months ago, the Northeastern Electrical 
Wholesalers Association has already 
made considerable progress in its cam- 
paign against unfair trade practices in 
the Boston territory. 

S. S. Epstein, managing director of 
the Association, reports that “Our first 
and most important accomplishment has 
been the elimination of cut price circu- 
lars, which have been a sore spot in 
this locality for years. While it is true 
that cut prices are still in existence, 
this sort of competition is no longer 
broadcast through the mails. 

“In localities where competitors are 
actually next door neighbors we have 
eliminated cut prices in window adver- 
tising. 

“These two accomplishments, in 
themselves, have made the entire asso- 
ciation worthwhile, and have convinced 
every wholesaler that there is no single 
bad trade practice that cannot eventu- 
ally be cured by cooperative action 
such as ours, 

“A real sense of cooperation between 
local manufacturers’ representatives 
(who also have recently organized) and 
our own membership, has resulted in 
these agents maintaining a_ strictly 
wholesale policy. 

“Many of our members are today 
enjoying the business of contractors 
and hardware stores that, prior to the 
formation of this Association, were pur- 
chasing direct from the manufacturers’ 
representative. 

“Numerically these accomplishments 
are few, but in the aggregate they have 
instilled a new confidence, additional 
profits and a greater sense of security 
to all New England wholesalers.” 


Vv 
R. W. A. Conducts Membership 


Drive 
The executive offices of the Radio 
Wholesalers Association have been 
moved to 111 N. Canal St., Chicago, 
and an active membership campaign is 
now being conducted. Membership dues 
have been drastically reduced. 
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Merchandising Report Will Dis- 
cuss Wholesaler Policies 


According to a statement by Chair- 
man D. F. Kelly, the Electrical Mer- 
chandising Joint Committee will soon 
publish its 300 page report, “Merchan- 
dising Electrical Appliances.” 


The purpose of the report is to re- 
view problems in consumer demand, 
merchandising, and trade relations. It 
discusses the technique of retailing 
electrical appliances, giving concrete 
figures by appliance, on markup, mark- 
down, turnover, installment sales, and 
service policies. It further offers a 
thorough review of manufacturers’ and 
wholesalers’ merchandising policies. The 
book shows how to sell electrical appli- 
ances—gives a complete sales calendar 
—analyzes headlines and appeals—out- 
side selling. It presents a complete 
analysis of problems of trade relations 
and cooperation as they relate to elec- 
trical appliance merchandising. 

The chapters are as follows: 1 Mar- 
ket Opportunities in an _ Electric 
Age, 2 Channels of Distribution, 3 
Merchandising Electrical Appliances 
Through Utilities, 4 Merchandising 
Electrical Appliances Through Hard- 
ware and Furniture Stores, 5 Depart- 
ment Store Merchandising of Electri- 
cal Appliances, 6 Advertising and Sales 
Promotion, 7 The Home Serviée De- 
partment, 8 Price and Service Policies, 
9 Testing Electrical Appliances as a 
Merchandising Problem, and 10 Trade 
Relations—the Work of the Electrical 
Merchandising Joint Committee. 


v 


National Industry-Wide Lighting 
Activity to Be Held This Fall 


The Edison Electric Institute has 
designated this Fall as the opportune 
time to develop: local lighting drives 
backed by national cooperation. A spe- 
cial committee has been appointed con- 
sisting of M. E. Skinner, Niagara 
Hudson Power Corp., chairman; H. F. 
Barnes, General Electric Co.; J. F. 
O’Brien, Westinghouse Lamp Co., and 
C. E. Greenwood, director of the com- 
mercial department at Institute head- 
quarters where details of operation will 
be carried on. 

All branches of the electrical indus- 
try have been invited to participate and 
assist locally in setting up a plan of 
procedure to further the cause of good 
lighting in their respective communi- 
ties and also trade organizations inter- 
ested in the merchandising of lamps or 
lighting equipment. Although the activ- 
ity is planned on a national basis, it is 
intended for local development and 
execution. Lamp and fixture manufac- 
turers who advertise nationally will 





Everybody Has a Smile Here: And, after all, the fellows with the smiles usu- 
ally get their share of the business. In this group we have G. T. Cooper; “Al” 
Oliver, RCA Radiotron Co.; R. Du Quette; Merle Bedient; R. F. Haynes; T. B. 
Watkins; C. E. Noonan; C. M. Woolley; John Gross; J. B. Doan, all of L. A. 
Woolley, Inc., Buffalo, N. Y., and M. S. Baskin, Chicago Flexible Shaft Co. 





tie-in their advertising with the activ- 
ity during October and November. 
However, the major advertising and 
sales promotion will come from local 
groups, in which the utility, manufac- 
turer, wholesaler, retailer, electric 
leagues and others will plan their drives 
to fit their own conditions. 

The advertising themes will be built 
around the slogan: “More Light—Bet- 
ter Sight.” 

It is expected that lamp manufactur- 
ers will increase their advertising cov- 
erage this Fall in order to give further 
impetus on a national scale to the efforts 
of local organization. It is also under- 
stood that several fixture manufactur- 
ers will have on the market new and 
improved lighting units and portables 
which will be featured in connection with 
their style, beauty and utility aspects 
and the vogue for better lighting. 


v 


Cleaner Repossessions Lowest in 
- 10 Years 


Repossessions of vacuum cleaners 
from those who purchase on the de- 
ferred payment plan and fail to pay are 
at the lowest figure in 10 years accord- 
ing to Fred Wardell, president, Eureka 
Vacuum Cleaner Co., Detroit. He 
states : 

“We are finding that installment sell- 
ing is on a much sounder basis today 
because people are more careful buyers. 
Few families will contract to purchase 
anything unless certain of a continua- 
tion of the employment of working 
members.” 


Prices Advance on Appliances, 
Refrigerators, Tubes 


Within the past few weeks advances 
in prices on refrigerators have been 
announced by Majestic, Kelvinator, 
Leonard and General Electric. 

Westinghouse and Landers, Frary 
and Clark have moved up prices on 
some of their appliance lines, while 
General Electric has reduced its $165 
washing machine to $149.50. 

A general advance in list prices of 10 
cents per tube was announced last 
month by the National Union Radio 
Corp. 

v 


A New Service for Manufacturers 
and Manufacturers’ Agents 


The Federated Sales Service, 537 
Commonwealth Ave., Boston, Mass., has 
been organized by Walter A. Allen and 
John M. Sweeney to serve manufac- 
turers and manufacturers’ agents. 

According to Mr. Sweeney, who has 
been prominent in New England adver- 
tising circles for many years, the new 
service is designed to reduce selling 
costs for manufacturers by having their 
products taken to wholesalers and deal- 


ers through capable _ representatives 
handling related but non-competing 
lines. The manufacturer’s agent who 


conforms to the required standards will 
be offered contact with desirable manu- 
facturers and the manufacturer will 
receive reliable information concerning 
sales agencies that are qualified finan- 
cially and otherwise to sell his product 
for him. 
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The hopes of the electrical industry are stimulated on tl 
by the sincere intentions of the National Industrial Not 
The 5 ry ant Recovery Act. A “New Deal” is in the making— line 


DEFROST-O-CLOCK a deal that means so much to the key branch of the that 


eee ee ee, eee industry—the Electrical Wholesaler. syno: 


on the refrigerator cabinet or on a near- 
by shelf. Automatically turns off the re- 


Sales psychology will, of necessity, be altered, com- year's 








frigerator current nightly and switches it 
on again after defrosting has taken place. petition will be keener in presenting quality lines Let’s 
of electrical materials to those ac- elect 
tive in the construction field. datic 
BRYANT offers the wholesaler perit 
a line of Superior Wiring Devices prod 
that will meet any competition cal d 
Let’s 
Leet 
ELECTRICg “OI 
MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888 + o + ? 


CHICAGO—844 West Adams Street NEW YORK 




















August, 1933 ELECTRICAL WHOLESALING 








Jot “V.L RA” 


on the basis of real quality, service and fair price. 
Not only does BRYANT provide a most complete 
line but provides a protective wholesaler policy 
that is real insurance. A policy which has been 
smonymous with the name BRYANT for 465 
years. 





No. HF 





No. 4832 


The 


Bryant Line 


Includes— also 
High Capacity Industrial 
Switches 


Three-wire Polarized Plugs and 
Receptacles 


Heavy Duty Range Outlet Re- 
ceptacle and Fittings 


Pilot Light Combinations 
—~every Hospital Signalling Equipment 
one of Complete line of Cord Sets 


them profit builders 





let’s pull together in a real endeavor to get the 
dectrical industry on a firmer business foun- 
dation —a foundation that means pros- 
perity and a fair profit for all active in the 
production, sale and installation of electri- 
tal devices. 


let’s all get back of “N. I. R. A.” 





No. 4322 








COMPANY -— - _. BRIDGEPORT, CONN. 


¢ o o « o + + MANUFACTURERS OF HEMCO PRODUCTS 
0 East 42nd Street SAN FRANCISCO—149 New Montgomery Street 
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WHOLESALERS « 
Steeltubes, the modern threadless rigid is 
conduit, has always been a profit pro- ite 
ducer for the wholesaler—because it @ if. 


moves fast—because contractors like ou 
its time-saving features—because one MM th 
sale leads to another—because adver- : 
tising has helped to build a steady @ pri 
demand for it. : on 

Now Steeltubes is more profitable @ pr: 





than ever. Revised resale prices put sis 
into effect July 26th bring a new deal @ gle 
to the wholesaler handling this better anc 


conduit—prices which carry a worth: @ mil 
while greater margin. ser 
Sales effort on Steeltubes will pay lic 







you well. Industrial activity in plants I 
of every type is on the increase. New @ you 
building construction is showing a sub- @ mo 






stantial improvement. Assets that have 













August, 1933 ELECTRICAL WHOLESALING 





\ 
The Modern Threadless 


RIGID CONDUIT 





been frozen for months are being made stzke , 
; “8° 
q available for business growth and con- 

tractors are looking for new business 
4 where their efforts will be rewarded. 


So—if you sell wiring materials, now 






SEVEN SIZES 


Steeltubes Electrical Conduit—the 
new threadless thin wall conduit— 
is made in standard sizes from ¥” 









id is the time to go after sales on an to 2” inclusive. Inside diameter is 
0- item that will show real profits. And a pec ce a yr gs 
it if you don’t, and your territory is with- et yok sre wears My ag et 
ke out Steeltubes representation, now is pope ee tt eoraed 





concealed wiring; and buried in con- 
crete (except cinder fill). 


NO THREADS 


Specially designed fittings slipped 
over the ends of the Steeltubes Sec- 
tions, provide watertight connec- 
tions. As there is no threading, the 
galvanized coating is preserved in- 
tact—and thus protects the metal 
beneath from corrosion. Connec- 
tors are tightened without turning 
the tubing—and therefore, the sur- 
face of the conduit need not be 
marred by pipe wrench. 


BENDS EASILY 


Steeltubes is made from open- 
hearth, cold rolled steel, electrically 
welded by a patented process. The 
thinner wall, and the ductility and 






ne the time to add this item to your line. 






t Steeltubes has been continuously im- 






dy # proved ever since it was first placed 






on the market. It is today the most 







le practical electrical conduit—electric re- 






ut # sistance welded—sound from every an- 







al @ gle—thoroughly tested in the laboratory 







ef and in actual use. More than forty 





h- million feet of Steeltubes are now in 






service in factories, homes, offices, pub- 







ay @ lic buildings and other structures. 








ts Keep your eye on Steeltubes! If uniformity of metal make easier the 
Ww you are not already familiar with this _ ee ee eee pigs. Aho 













bend. Steeltubes can be straightened 
easily—and re-bent without damage. 
Short “kicks” and “dog legs” offer 
no difficulty. 








modern electrical conduit, write for 
samples and price sheet. 


Electrical Division 


STEEL AND TUBES, INC. 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


CLEVELAND * + > OHIO 


A UNIT OF REPUBLIC STEEL CORPORATION 
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and the “New Deal” 


The electrical wholesaler—one of the 
very bulwarks of the industry—is on 
the threshold of one of the most in- 
tensive campaigns for business ever 
dreamed of. 


With NIRA back of all industry in 
effecting the intentions of the "New 
Deal,"' the electrical wholesaler is cer- 
tain to benefit to the fullest measure. 


Are you prepared to meet competi- 
tion of the keenest calibre? Are you 
stocked with a specific line of safety 
and meter service switches that will 
meet existing specifications? 


Colt-Noark provides that line and it 
is designed to fit exactly the demands 
of service expected under the new 
order of things. 


The business outlook for the 
wholesaler is brightest NOW 


The electrical contractor has been buying only to 
fill existing needs—his stocks, naturally, are low. 


With the Colt-Noark line you can provide your 
contractor customers with the right switch to fill 
every need in residential or industrial construc- 
tion. 


Business IS on the upturn—the outlook is bright- 
est right NOW! 


COLT's PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago 


New York Philadelphia 


Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 
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New 


P&S DESPARD 


SWITCHES 


or 











EXISTING 
TUMBLER SWITCH PLATES 








The constant trend toward gas filled lamps has made 
switch replacement one of today’s big problems. Switches 
that were adequate for yesterday’s use are now being 
rapidly replaced by switches built to handle today’s type 
“C” lamp loads. 

These new P&S-Despard switches have been designed 
with just this thought in mind—to solve the REPLACE- 
MENT problem. 

1815-D Single Pole 10 Amp. 125 V.; 5 Amp. 250 V. 

1825-D Double Pole 10 Amp. 250 V. 

1835-D Three Way 10 Amp. 125 V.; 5 Amp. 250 V. 

1844-D Four Way 5 Amp. 125 V.; 2 Amp. 250 V. 






THE 


TRIPLEX 


CONVENIENCE OUTLET 





Designed and styled to cope with today’s electrical 
requirements, the new P&S-Despard TRIPLEX Outlet 
marks another milestone in electrical convenience. Three 
outlets are now available in place of the usual two—Mod- 
ern face design with easy finding slots—New constant 
tension contacts which grip both sides of plug cap 
fingers—And four binding screws for faster wiring. 


Furnished in either lustrous brown Bakelite or Alabar 
(Ivory) finish with plate to match. 
15 Amp. 125 V.; 10 Amp. 250 V. 
1325 Brown Bakelite 
1425 Alabar (Ivory) 





MANUFACTURED By 


PASS & SEYMOUR, Inc. satdéx SYRACUSE, N. Y. 
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OUR 
CO-OPERATIVE PLAN 


EERE Ie 











For Our CUSTOMERS: 


to continue to introduce advanced ideas 
and improved designs in electric products 


For Our COMPETITORS: 


to maintain our sincere efforts to be a con- 
structive influence in the Electric Industry 


IN GENERAL: 


to adhere in all our practices to the prin- 
ciples of fair dealing and honest values 





yee ian 
BULLDOG ELEETRIC PRODUCTS Co. 
DETROIT MICH. U.S.A. 





OVER 30 YEARS OF RESEARCH AND DEVELOPMENT 











ial sands SAS 2 i A TRS TEE 














August, 1933 


ELECTRICAL WHOLESALING 








for BOTH of us— 





“Help me build business 


"| lose business, | lose time and | lose money when | 
| have to stop and shop around for Wiremold every 
time | get a job. And that's BAD—for both of us!" 


—W. B. B. 





What Contractors want is ’’ Service!’ 





They say that THEY are losing money 
because Jobbers’ stocks are LOW! 


We say that YOU are losing money — 
for the same reason! 


CONTRACTOR has a right to expect when he figures on a job that 
he won't have to waste his time in getting the material together for 
it—after he finally lands it. 


Hold your customers in line—show them that you appreciate their trade—by 
making it easy for every one of them to get what he wants when he wants it. 


Wiremold is now finding many new applications because of its amazing versa- 
tility. In all sizes it is now being used to a rapidly increasing extent for 
modernization work of all kinds, including panel, cove, window and show- 
case lighting—and for securing a multiplicity of outlets on base-boards, walls 
and ceilings where convenience and neatness are appreciated. 


From panel box to outlet Wiremold provides the simplest and most practical 
method of adding to or replacing insufficient lighting systems without expen- 
sive alterations. 


All of this means new business chances for the contractor—and for you, if 
you help him make the most of them. 


P. S$. We are now ready to fill your orders for 
WIREMOLD ARMORED BUSHED CABLE—the 
latest addition to the Wiremold Group of 
Quality Products. 





HARTFORD, CONN. 
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Electrical 
Contractors 
nt tools 
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— grip on 

' non-slippins gsible 

es not only 4 goods jrorection agains hte a life- 
insur tl : 


ctica " 
ee aed ra 
pas It's 4 ae handle en 


Furnished in Round and 
Square Blades—all sizes. 





and 
Approved bY 
Underwriters 






















Deep flutes and the 
knurled ridges as- 
sure positive grip 


The FORSBERG MANUFACTURING COMPANY 


BRIDGEPORT, CONN., U.S. A. 
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Metropolitan 
Switchboards 


and 
The New Metropolitan Life Bldg. 


Panelboards 


a 
Electrical Contractors 
in A n CW Kaiser, Mutrer & Davies 


Electrical Engineers 
Warp & Corsertt, Architects 
Starret Bros. & Exen, Inc. 


Metropolitan si 
Life Building, New York 


The installation of METROPOLITAN equipment in this 
new and typically modern building is of paramount inter- 
est to electrical wholesalers who realize that their sales 
volume is dependent upon the activity of electrical con- 
tractors. 





> 
Photo by Wurts 


That there is an upturn in the construction of com- 
mercial, industrial and residential buildings is evidenced 
in the marked increase in the specification, sale and in- 
stallation of METROPOLITAN equipment —a line that 
provides every electrical requisite from fuse plugs to 
switchboards. 


METROPOLITAN equipment was a'so_ installed in 
Radio City, New York, and in four of Uncle Sam's new 
heavy cruisers. 























East Avenue 
& 14th Street 


A & CKNIFE SWITCHES e¢ FLUSH SWITCHES 
FLUSH RECEPTACLES e¢ SOLDERLESS LUGS 
N. E. C. AND PLUG FUSES ¢ STEEL CABINETS 






































a Island City, 


ew York 
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GENERAL ELECTRIC 
OFFERS YOU THE BIGGEST 
OPPORTUNITY IN YEARS 
®& 


T IS plain to all who have 

watched the trend of things, that 
business has come to life. The long- 
awaited up-swing is upon us. 

And with it comes to you, and to 
everyone who sells electrical goods a 
great chance to prosper, or—a great 
chance to go wrong. 

For whether you make much or 
make little depends mightily upon 
the quality of the merchandise into 
which you put your time and effort. 


The General Electric Hotpoint 
line gives you the high quality—the 
outstanding reputation—that will 
enable you to make the most out of 
the New Deal. This line is one of the 
broadest lines of heating devices on 
the market, including a wide array 
of irons, toasters, waffle irons, hot- 
plates, heaters, heating pads, coffee 
makers, percolators and sandwich 
grills—all of the same high quality 
that has made the name General 
Electric famous all over America. 


And all through the lean years, 


General Electric has been preparing 
for the present up-turn by designing 
and perfecting a group of new mer- 
chandise to add to the Hotpoint line. 


Such merchandise, for instance, 
as the new kitchen mixer, a mixer 
so revolutionary in design and per- 
formance as to virtually outmode 
mixers of the conventional type. 
Then there is the new Hotpoint 
Value-Matic Iron... the new coffee 
urn set, and a host of other appliances. 


And in addition to heating de- 
vices, the Hotpoint line includes 
many other items—such as the new 
razor blade sharpener . . . an electric 
sharpener that makes a single blade 
last longer than a whole package 
did formerly. 


Get squarely behind the entire 
General Electric Hotpoint line. Give 
it every intensive selling effort at 
your command. It’s one of the best 
ways in the world of insuring your- 
self a substantial portion of the 
coming prosperity. 


GENERAL &B ELECTRIC 


GENERAL ELECTRIC CO., SECTION E-618, MERCHANDISE DEPT., BRIDGEPORT, CONN. 
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VICTORY in *33 


Electrical Wholesaling’s Nation-Wide 


Sales Drive to Stimulate Recovery 














= 
J S 
une Frize Inner 
$10.00 Prizes 
ROTTS MALLE NONE Hyland Electrical Supply Co., Chicago, Ill. 
Ne ee ecaetanaiassenacheieacnul Lee Electric Co., Baltimore, Md. 
Sl al ee Ee See. Meneame: Graybar Electric Co., New Haven, Conn 
RS Se eR ae a Ree Oe TET Graybar Electric Co., Chicago, Ill. 
E. J. Connelly SLE pee ee OTe ee RE eS ee ey Joseph Kurzon, Inc., New York City 
OO 2 ee eee ey es Sager Electrical Supply Co., Lynn, Mass. 
ore: GPU Westinghouse Electric Supply Co., Indianapolis, Ind. 
ETAT NES F, D. Lawrence Electric Co., Cincinnati, Ohio 
Re oe Oe Ee Monarch Electric Supply Co., Newark, N. J. 
Emory L. Puckett... sik siiaactanbeinibsiiagt ia ieiateipanale City Electric Co., Syracuse, N. Y. 
Re, eed Westinghouse Electric Supply Co., Philadelphia, Pa. 
sl iat ca ion oes ce vecsschaeas Raa Graybar Electric Co., Baltimore, Md. 
LLL AT: Garfield & Elliott Electric Co., New York City 
Howard Holiday ee ed ee ae es _....F. D. Lawrence Electric Co., Cincinnati, Ohio 
en cpt el, Ses ee ee Glasco Electric Co., St. Louis, Mo. 
IN acai cistcaialinines sain alccavetectin Irving Electrical Supply Co., New York City 
ala RR tena dons aceon learnt rserrallr= Garfield & Elliott Electric Co., New York City 
SAAS eer Oe ee ee ete 0 4 Revere Electric Co., Chicago, Ill. 
gE 2 TE RM EE, Revere Electric Co., Chicago, Ill. 
BO ETE DE EE LE Oo TF Graybar Electric Co., Chicago, Ill. 
ae cidibcwbideaatien eaten Madison Electric Co., Detroit, Mich. 
i i, NN is cents eattea tees Protective Electric Supply Co., Ft. Wayne, Ind. 
3 sere eer Price Electric Supply Co., Pittsburgh, Pa. 
me neers West Phila. Electric Supply Co., Philadelphia, Pa. 
$5.00 Prizes 
ee iia ccewnatinscretepanabaicinll ReQua Electrical Supply Co., Rochester, N. Y. 
gS Ee NE Garfield & Elliott Electric Co., New York City 
July winners will be announced next month 
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“Victory” Prize Winners Praise 
Cooperation of Manufacturers 


Contest a "Tremendous 


Success’ 


I received your letter and check in- 
forming me that I have won the Jeffer- 
son Electric Co. award in the “Victory 
in ’33” Sales Contest for May. 

Jefferson products have always been 
a great seller for the Allen Electric 
Co., because of their standard quality. 
The “Victory in ’33” Sales Contest is 
a tremendous success and just the 
thing to help spur the electrical whole- 
salers’ salesman to greater sales. Hop- 
ing for bigger and better sales and also 
thanking you for the $10 check and the 
gold “Victory in ’33” lapel button. 

A. G. NEWBAUER, 
Allen Electric Co., 
Cleveland, Ohio. 
Vv 


He Knows His Lighting 


Please accept my hearty thanks for 
the check and “Victory” button sent 
me as the award for leading Curtis 
Lighting sales for June. This award 
is particularly appreciated because I 
had hopes of “registering” on the same 
line in the January contest, but could 
only qualify for second place at that 
time. 

The majority of my Curtis volume 
for June was contained in the order 
for the Indiana State Exhibit at “A 
Century of Progress” and also a de- 
partment store installation. I wish in 
that connection, to gratefully acknowl- 


edge the cooperative assistance of H. J. 
Martin of the Curtis Co. 

I believe that lighting sales particu- 
larly, are only made by being “lighting 
conscious,” that is, by talking lighting 
and observing and studying lighting 
constantly. Otherwise, you do not know 
when new installations are being con- 
sidered, and the trade does not have 
you in mind when lighting problems 
arise. 

EucENE H. Brown, 

Westinghouse Electric Supply Co., 

Indianapolis, Ind. 
v 


"Yours for Victory Plus” 


Many thanks for the check and “Vic- 
tory” button as high man on Ideal 
products. 

You suggest we tell you how we land 
our orders—I have always felt that if 
one builds confidence first, he is bound 
to build sales eventually. 

Let me add my thanks for the splen- 
did support and interest you are creat- 
ing in these times. 

Yours for continued “Victory in ’33” 
plus. 

O. C. SIEGEL, 
Wetmore-Savage Electric Supply Co., 
Providence, R. I. 
v 


Higher Prices Help Sales 


Your check covering first prize on 
Paranite products for June has arrived, 





June Winners of 


Benjamin Electric Mfg. Co. 


Hamilton Beach Mfg. Co. 





Offered by Manufacturers 


C. J. Heise, Southland Electrical Supply Co., Louisville, Ky. 
R. C. Bousman, Graybar Electric Co., Baltimore, Md. 
J. J. Gaffney, Graybar Electric Co., Rochester, N. Y. 
W. E. Guy, Graybar Electric Co., 


F. Prial, Joseph Kurzon, Inc., New York City. 
Sol Cohen, Monarch Electric Supply Co., Newark, N. J. 


the Extra Prizes 


Hammond, Ind. 












and I wish to take this opportunity to 
thank you for same. 

The greatest factor in my sales on 
this merchandise has been the increase 
in prices caused by the “New Deal” 
and if this continues I hope to be on 
the Honor List once again. 

C. E. Butter, 
Glasco Electric Co., 
St. Louis, Mo. 
v 


Believes in Contacting 


Users 


Kindly accept my hearty thanks and 
appreciation for your letter of July 21, 
together with check for $10 and “Vic- 
tory in ’33” button for Ideal products 
for the month of June. 

The writer attributes his success to 
constant contact with users of Ideal 
Commutator Dresser products and ask- 
ing for orders. 

R. R. Dewees, 

Westinghouse Electric Supply Co., 

Philadelphia, Pa. 
v 


New Line Boosts Sales 


I thank you very much for the gold 
button and $10 prize for selling the 
most P&S products for the month of 
June. 

I have always been a firm believer in 
Association products and for this rea- 
son, I always mention Pass and Sey- 
mour. Also, with their new line of 
wiring devices, their products are more 
attractive than ever to the wholesaler’s 
salesman. 

ARTHUR L, Coss, 
Irving Electrical Supply Co., 
New York City. 
v 


Gives Manufacturer Credit 


I wish to acknowledge with thanks 
receipt of the check covering sales on 
Steeltubes. 

The cooperation of the manufactur- 
er’s representative in following new 
construction and the 100 per cen 
wholesaler policy of the factory counte: 
for a great deal in securing this 
business. 


A. K. McOsker, 
George H. Wahn Co., 
Boston, Mas 
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Every Line Reported On 


Counts Toward a Grand Prize 


All salesmen of electrical wholesalers are eligible to participate in "Victory in '33."" No 


advance registration is necessary. 


Use blank on page 37 for reporting your sales, or you may use your own company's 


letterhead. 


Report total sales for the month, in dollars and cents, on the products of any of 


the manufacturers listed on page 37. 


Report sales for each manufacturer separately. 


Report for as many manufacturers as possible, even if your sales on some lines are 
small. Every line reported on counts toward a Grand Prize. 


Have your report countersigned by your sales manager or by an officer of your 


company who has such authority. 


Your report for August must be mailed to reach Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, on or before September 15, 1933. 


July winners will be announced in the September issue of Electrical Wholesaling. 


CONTEST RULES 


1. Separate contests will be held each month from 
January to December inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. A cash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufacturers’ lines on which he is also 
high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 


prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a gold “Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a silver "Victory" emblem 
in recognition of their achievements. 


10. Three Grand Cash Prizes, a first prize of $100, 
a second prize of $60 and a third prize of $40, will 
be awarded to the wholesalers’ salesmen who make 
the best showing during the last six months of 1933. 
Number of monthly contests participated in, num- 
ber of manufacturers’ lines reported on, size of ter- 
ritory and volume of sales reported will all be con- 
sidered in selecting the winners. 
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S. Goler, 
Gertler Electric Co., 
New York City 


After Third Prize Now 


Writer is in receipt of your check 
and I certainly wish to thank you very 
much for same. This is my second 
prize during the contest. I trust that I 
will be fortunate enough to get a top- 
per during the month of June. 

R. M. SCHAEFFER, 
Colonial Electric Co., 
Philadelphia, Pa. 
v 


Sells on Quality 


Was pleased to hear that I had won 
the cash prize for the highest reported 
sales on Bryant products for the month 
of June. 

I have always been an advocate of 
selling quality articles and it is very 
gratifying to know that the combina- 
tion of a nationally known distributing 
house such as Graybar, coupled with 
Bryant quality, bring home the orders. 

P. F. Lzez, 
Graybar Electric Co., 
New Haven, Conn. 


v 


From a Hamilton Beach 


Winner 


It gives me great pleasure to write 
you my many thanks and appreciation 
for the check I received in the “Vic- 
tory in ’33” contest you are conducting. 
Also, I wish to extend my thanks to 





R. R. Dewees, T. S. Whalen, Robert Kaen, 
Westinghouse Electric ReQua Electrical Supply Revere Electric Co., 
Supply Co., Chicago, Ill. 


Philadelphia, Pa. 
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P. F. Lee, 
Graybar Electric Co., 
New Haven, Conn. 


A. Newbauer, 
Allen Electric Co., 
Cleveland, Ohio 


the Hamilton Beach Mfg. Co. and their 
organization for their wonderful coop- 
eration and their strictly wholesaler 
policy. 
M. E. Ransom, 
A. M. Little Co., 
Syracuse, N. Y. 





Every 
Wholesaler's Salesman 
has an 
Opportunity to Win 
One of the 
Three Grand Prizes. 


See Page 35 














0., 
Rochester, N. Y. 


He Asked Them to Buy 


Enclosed is snapshot of myself as per 
your request and wish to thank you for 
prize won in “Victory in ’33” for the 
May prize on Okonite products. 

I just asked every account to buy 
these products and sold nearly everyone 
whom 1 approached. 

S. GOoLer, 
Gertler Electric Co., 
New York City. 


A. L. Cobb, 
Irving Electrical Supply Co., 
New York City 





R. J. Valentine, 
H. Poll Electric Supply Co., 
Toledo, Ohio 


M. Rieman, 
Hyland Electrical Supply 
Ore 
Chicago, Ill. 


Expects More Competition 


I wish to acknowledge with thanks 
receipt of the $10 prize in the “Victory 
in ’33” Sales Contest, together with the 
button. 


I am very glad to note that you are 
continuing this campaign for the last 
six months of this year, and I feel it is 
going to be a great deal more difficult 
to be a winner the latter half of the 
year than it was during the first half 
of the year, due to the increased busi- 
ness which has already proved itself to 
be available. However, I feel that all 
effort put into this contest will be very 
much worthwhile, and [ am hoping to 
show up among the winners in the 
future. 


R. F. Pettit, 
Elliott-Lewis Electrical Co., 
Philadelphia, Pa. 


v 


A Case of Pushing 


In reference to the method I use in 
getting orders on Colt’s products, I fol- 
low the trade on this item and keep 
after them until I line them up. I push 
this item for all it’s worth and after 
that it is easy getting re-orders on Colt’s 
products. 

Sot CoHEN, 
Monarch Electric Supply Co., 
Newark, N. J. 





Irving J. Zorn, 
Westinghouse Electric 
Supply Co., 
Philadelphia, Pa. 
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“VICTORY in '33” 


AUGUST CONTEST 


Winners will be announced in the October issue of Electrical Wholesaling 








1. Read carefully the Contest Rules 
on page 35. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of August 
keep your own record of sales on all 
products of each of these manufac- 


“ 


INSTRUCTIONS TO SALESMEN 


turers for whom your house is an 
authorized distributor. 


(By “'sales"’ is meant actual orders 
taken by you or credited to you from 
August | to 31 inclusive, at whole- 
saler's selling price —what you bill 
your customers—whether for August 
or later delivery.) 


4. At the end of the day, on Thurs- 
day, August 31, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer A your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Ml., 


on or before September 15, 1933 


Salesman’s Entry and Report Blank for August 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 


Name of Manufacturer See Page 
Arrow-Hart & Hegeman 
Electric Co. 39 
Benson Co., Alex R. 48 
22-23 


Bryant Electric Co. 
BullDog Electric Products Co. 28 
Bussmann Mfg. Co. (Super- 


Lag Fuses only) Back Cover 
Colt's Patent Fire Arms 

Mfg. Co. 26 
Couch Co., S. H. 48 
Forsberg Manufacturing Co. 30 
Fretz-Moon Tube Co. 43 
General Cable Corp. 4| 


General Electric Co. (Hotpoint) 32 


Contestant Sign Here (Print Name) 


Your Sales in August 
Gruber Bros. 


Name of Manufacturer 


See Page Your Sales in August 
48 ite sdsiniaciadimaccaics 


_ ees Ideal Commutator Dresser Co. 48 Ee 
a Jefferson Electric Co. ee ne 
: ee re Metropolitan Electric Mfg. Co. 31 ee 
i sacl teas National Electric Products 
$ Corp. mow fo... 
Perse ae ee Pass & Seymour, Inc. 27 aan oe 
eS Plymouth Rubber Co. a ici 
I) Square D Co. se: RAE ra 
EY Steel and Tubes, Inc. ta 
Ee Trumbull Electric Mfg. Co. 45 i ertirchiieniasetansecin 
ib tatiseseiiddesstcaliee Union Insulating Co. 44 | ee 
italite scien Wiremold Co. 29 a eee 





Company 
AUGUST, 1933 








City and State 


Sales Manager Countersign Here 
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Wholesaler 


a contributions 
of news items for this depart- 
ment, together with snapshots 






News 


of their personnel, are solicited 
from electrical wholesalers and 
specialty distributors 














































Baitinger Electric Increases Pay- 
roll, Adds Employees 

H. J. Baitinger, president, Baitinger 
Electric Co., New York City, an- 
nounces that: “In accordance with the 
President’s request to increase employ- 
ment and wages, we have increased our 
force 20 per cent and have increased 
our payroll 25 per cent. In the month 
of June, for the first time this year, 
our volume was ahead of 1932. Sales 
were 26 per cent ahead of June, 1932, 
and as we draw to the close of July, we 
find an increase of 40 per cent in our 
volume of business as compared to 
July of 1932. 

“The future to us looks very promis- 
ing and on this basis we have made 
the above increases in help and wages 
and feel certain that we will be able 
to continue them.” 


v 


Sunset Electric to Distribute 
Frigidaire in Northwest 

A shift in the distribution of Frigid- 
aire products in the northwest in July 
made Sunset Electric Co. of Seattle 
and Portland distributors for Oregon 
and western Washington, and closed the 
Frigidaire Sales Corp. of Portland 
which was formerly handling this dis- 
tribution. 


Sunset Electric Co., with Gordon 
Prentice of Seattle, president, and 
George Sammis, vice-president and 


manager of the Portland office, and C. 


W. Stewart, of Seattle, secretary, han- 
dles also L & H ranges and certain 
automotive lines. It formerly acted as 
distributors for Norge refrigerators. 


v 


Westinghouse Supply Takes Over 
Intermountain Electric 

The Westinghouse Electric Supply 
Co. has purchased the electrical busi- 
ness of the Intermountain Electric Co., 
43 E. 4th St., South, Salt Lake City, 
Utah, which will be operated as a part 
of its Pacific Coast Division. 

D. M. Salsbury has been appointed 
manager of the Salt Lake City house. 
C. B. Hawley, formerly manager of 
Intermountain, remains as special rep- 
resentative. 


v 


Wm. J. Flannery Re-enters 
Wholesale Field 

The Baltimore Electric Supply Co., 
Inc., 34 S. Charles St., has been char- 
tered with a capitalization of $25,000. 
The organizers are William J. Flan- 
nery, Charles E. Boring and William 
A. Strausbaugh. The concern will 
occupy the five-story structure at the 
S. Charles St. address. 

About two years ago, Mr. Flannery 
liquidated his several wholesale con- 
cerns located in Baltimore and other 
southern cities and opened a manufac- 
turers’ agency. 


General Electric Distributors Dis- 
cuss National Recovery Act 


A three-day conference to formulate 
plans for immediately tying in with the 
National Industrial Recovery Act, was 
held in Bridgeport, Conn., at the Gen- 
eral Electric Co. plant, starting August 
7. More than 300 officials of General 
Electric distributors from all of the 48 
states were in attendance. Gerard 
Swope, president of General Electric 
and chairman of the newly formed In- 
dustrial Advisory Committee, was the 
principal speaker. 

In commenting on the conference, C. 
E. Wilson, vice-president of General 
Electric and head of the Bridgeport 
works, stated, “In my estimation, this 
conference marks a step forward in 
industry. The purposes of the National 
Recovery Act are to establish a rising 
spiral of employment, sales, purchasing 
power, and immediate action is there- 
fore necessary to start this spiral work- 
ing with workers.” 

v 


E. B. Latham Secures Macy as 
Exclusive Leonard Outlet 


R. H. Macy and Co., New York City, 
the largest retail store in the world, 
will henceforth merchandise Leonard 
electric refrigerators exclusively ac- 
cording to Russell E. Hunting, manager 
of the refrigerator division of E. B. 
Latham and Co.. Leonard distributors 
in the metropolitan area. 
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Annual gathering of Blackstone washing machine dealers of western New York, held by H. |. Sackett Electric Co., Buffalo distributor, at the 


Jamestown, N. Y., factory on June |4 
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/n your Cusfomers’ 
Sto [eS, window and 


Infer/or Dis pla YS » 


Arrow LEADERS 


/ flldeninated Hace Number Units.| _ 
| |Radio Outlets... Range Outlets, 


Lead fo increased ‘oo 
ales--higher | {seston 
Profits-<3 ways: | |r | 


sp Dressing windows attractively: 


Arrow “LEADERS” lend themselves to window displays that stop 

people. Show your Contractors how to DRAW CUSTOMERS by featuring 
Specialties listed at right. All have convenience or service-features exclusively 
ARROW — not to be seen elsewhere. They're especially designed for CONSUMER 
APPEAL and they prove it when placed in store windows. 

















































Setting-up well-arrang- 
ed interior displays: 


Induce your customers to CONCENTRATE on 
neat displays of ‘“LEADERS.’” It pays to play 
up real-profit merchandise! Store scene in 
lower right shows the Guaranteed Kinkless 
Cord Set in display carton. 


Suggesting additional 


purchases: | at 


Get your customers to show their ARROW “’ LEADERS” to patrons buying standard 
or “schedule”’ material. The Contractor in the view above is pointing out the 
advantages of the Automatic Refrigerator Light. ‘“LEADERS’’ create buying 
interest. Let us send you the ARROW PLAN BOOk to help you merchandise this line. 


ELEGTRIGC DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Personals 





Paut R. PuHares, formerly manager 
of the electrical department of the J. 
W. Holman Co., Middletown, Ohio, is 
now covering the territory south of 
Dayton for the Nichols Electric Co. 

WaLtTeR J. MuLuHatt has left the 
Newark branch of the General Electric 
Supply Corp. to assume a corporate in- 
terest in the management of the Beller 
Electric Supply Co. 

Frep BerGu has succeeded Lomax 
McGowan as local operating manager 
of the Tampa house of the General 
Electric Supply Corp. 

J. G. Perricx, Jr., who has been 
associated with electrical wholesalers 
in the Baltimore territory for the past 
17 years, has recently been appointed 
general sales manager of the Peoples 
Lighting Fixture Co. This company 
is increasing its lines and expanding its 
sales activities in the industrial field. 

W. M. Lanois of Philadelphia has 
taken over the electrical lines formerly 
handled by the L. P. Clark Co. Mr. 
Landis is located at 1217 Race St. 


Vv 
Kansas City Association 
Adopts Refrigeration Code 


Sponsored by the Electric and Radio 
Association of Kansas City, a Code of 
Business Practice has been adopted by 
14 local electric refrigeration distribu- 
tors in cooperation with their dealers. 
A total of six meetings and a number of 
conferences were held between May 12 
and June 27 in the preparation and 
adoption of this Code’ The Code has 
been printed and copies placed in the 
hands of all electric refrigeration deal- 
ers and salesmen in Greater Kansas 








Refrigerated Towels: A cold towel after 
a shave means a satisfied customer, so 
E. S. Kerr, who operates the Dayton- 
Biltmore barber shop at Dayton, Ohio, 
has installed a Frigidaire which gives him 
a eonstant supply of cold towels. 


City. It is a simple Code covering 
merchandising and selling practices of 
the distributors, dealers and salesmen. 


Vv 
"Dusty" Miller Gets Results 


Wholesalers and wholesalers’ sales- 
men who saw “Leaders,” the film re- 
cently produced by the Arrow-Hart 
and Hegeman Electric Co., will recall 
“Dusty” Miller, the wholesaler’s sales- 
man and his method of getting his con- 
tractors to go out and sell. 

The plan looked fine on the screen 
and, according to J. W. Saladine, man- 
ager of distributor sales for Arrow-H. 
& H., it works in practice, too. He 
says, “Here’s what one contractor has 
actually done. He contacted on the 
telephone 100 home owners for whom 
at some time in his career he had done 
some work. He made 70 appointments 
and inspections. From these 70 calls, 
he has averaged $200 a week additional 
sales at 40 per cent average profit— 
and he isn’t nearly through following 
up his inspections for orders yet.” 


v 


Anchor Lite Appliance Appoints 
27 Crosley Dealers 

The Anchor Lite Appliance Co., 
Crosley distributor in Pittsburgh, has 
recently appointed 27 new refrigerator 
dealers in western Pennsylvania, includ- 
ing one dealer, the Mahoning Supply 
Co., which operates 20 stores. 


v 


Wholesalers’ Salesmen Direct 
Albany Cookery Council 
Because distributors’ salesmen are in 
the field at all times, J. H. Van Aerman, 
sales promotion manager of the New 
York Power and Light Corp., proposed 
that they be given the responsibility of 
directing the activities of the newly 
organized Mohawk-Hudson Electric 

Cookery Council. 

This suggestion was adopted at the 
organization meeting and the follow- 
ing wholesalers’ representatives were 
elected as directors of the council: 
Chairman, Bill Page, A. Wayne Mer- 
riam, Inc.; vice-chairman, Benny 
Coughlin, Havens Electric Co.; direc- 
tor of the Adirondack division, Jack 
Baker, Sacandaga Electric Supply Co.; 
director of the Capital division, Leon 
Otis, Graybar Electric Co.; director of 
the Mohawk division, Bill Griswold, 
Electric Supply and Equipment Co.; 
secretary, Charles Levine, New York 
Power and Light Corp. 


Vv 
Wholesalers in Seventh District 
35% Ahead of June '32 


June sales of electrical wholesalers in 
the seventh federal reserve district (in- 


cluding Chicago, Milwaukee and De- 
troit) were 20 per cent ahead of the 
previous month and 35 per cent ahead 
of June, 1932. These figures, released 
by the Federal Reserve Bank of Chi- 
cago, are based on reports submitted 
by 51 wholesalers in the seventh dis- 
trict. 


Obituary 


Charles H. Lembcke 


Charles H. Lembcke, one of the 
founders of the All-Steel-Equip Co., 














Charles H. Lembcke 


Aurora, IIl., died suddenly from a heart 
attack on July 2. Mr. Lembcke was 
born in Chicago, July 11, 1881, and 
came to Aurora in 1909 as traffic man- 
ager for the Lyon Metallic Co. He left 
the latter concern in 1912, and with 
Axel Nelson, now president of the 
Aurora Steel Products Co., and George 
Herteau, formed the All-Steel-Equip 
Co. He was first secretary and treas- 
urer of All-Steel, and later became 
vice-president. 
v 


Adolph Albiez 


Adolph F. Albiez, one of Chicago’s 
youngest electrical wholesalers and 
president of the Englewood Electrical 
Supply Co., died of pneumonia on July 
25 after an illness of three days. His 
entire business life was spent in the 
electrical field in Chicago. In 1920, 
when only 20 years old, he entered the 
employ of Lincoln and Solomon. He 
next went to work for J. C. Tecmeyer, 
an electrical contractor. A few years 
later Mr. Albiez, together with Arthur 
N. Anixter, bought out Mr. Tecmeyer’s 
business which was afterwards reor- 
ganized as the Englewood Electrical 
Supply Co. 
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Anertca acclsinis 


THE ARTISTRY AND 
@ TWO BUILDINGS OF FOCAL IHE ARTISTRY ANC 


INTEREST WIRED THROUGH- AT THE CENTU 
OUT WITH GENERAL CABLE eric. 
PRODUCTS: LXPOSITION 


GENERAL MOTORS BUILDING 


Albert Kahn, Architect 
Lundorf Bickell, Gen. Contr. 
J. Livingston & Co., Elect. Contr’s 


CHRYSLER MOTORS BUILDING 
Holabird & Root, Architects 
Nydele Bldg. Const. Co., Gen. Contr’s 
Fries Walters Co., Elect. Contr’s 
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To the Men and 
‘Materials behind the scene/ 
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er belongs a need of praise for ac-/ | 


complishments which engineers wll 
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appreciate....Here, as at other 






stones in the march of electricé pro 







| Nase . ss, the public acclaims j he result. 
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Wp CRENERAL CABLE BARE AND INSULATED CON- | 


‘ \ —SBUEEORSEOR TRAN: AND DISTRIBUTION 












shes /Cambric ¢ Rubber ‘ 
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GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY ° OFFICES IN PRINCIPAL CITIES 
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Manufacturers’ 


Activities 





oe news of changes 


in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Curtis Lighting Adopts 5° 
Cash Discount 


Norman B. Hickox, vice-president in 
charge of sales for Curtis Lighting, 
Inc., Chicago, has announced an impor- 
tant revision in prices and discounts 
covering X-Ray reflectors and other 
Curtis lighting products. 

The new schedules which became 
effective July 1, carry a cash discount 
of five per cent for payment within 10 
days of date of invoice. Heretofore, 
this manufacturer did not allow a dis- 
count for cash. 


Vv 
Conover Company Announces 


New Officers 


Herbert E. Fleming, president, the 
Conover Co., Chicago, manufacturers 
of electric dishwashers, has announced 
that Edgar S. Stoddard, chief develop- 
ment engineer and factory superintend- 
ent, has been elected a vice-president 
and R. R. Kennedy, sales manager, has 
been made a member of the board of 
directors. 

The vacancies occurred by reason of 
the resignation of E. D. Watt, who 
served as the first president of the 
Conover Co. and more recently as vice- 


president and a director. 
v 


Steel and Tubes Is Sales Agent 
for Fretz-Moon Conduit 
Steel and Tubes, Inc., Cleveland, 
Ohio, a unit of the Republic Steel 
Corp., has been appointed exclusive 
sales agent for the “Galvite” and 


“Enamelite” lines of electrical conduit, 


manufactured by the Fretz-Moon Tube 
Co., Butler, Pa. 

Murray J. Whitfield, manager of 
conduit sales for Steel and Tubes, Inc., 
states that “the strict and satisfactory 
wholesaler’s policy which has always 
been adhered to in promoting the sale 
of Steeltubes will be followed in the 
distribution of Fretz-Moon conduit. It 
means that the Steel and Tubes, Inc., 
sales organization will be able to do 
more thorough missionary work for 
wholesalers carrying both lines. It 
means that wholesalers will be able to 
obtain all their conduit requirements 
from a single source, with resulting 
economies.” 


v 
Gubbins Heads Anaconda in 
Chicago 
The Anaconda Wire and Cable Co. 
announces the appointment of D. A. 
Gubbins as western sales manager, with 
headquarters at 20 N. Wacker Drive, 
Chicago. L. R. Love has been made 
sales manager and has moved his head- 
quarters to New York. 
v 


G. Denn Montgomery with 
Waters-Genter Co. 


G. Denn Montgomery, who for many 
years has been operating among elec- 
trical wholesalers in the east, is now 
eastern sales manager for the New 
York and New England territories for 
the Domestic Division of the Waters- 
Genter Co. of Minneapolis, manufactur- 
ers of “Toastmaster” and “Waffle- 
master.” 





Statement of Policy Made by 
Hubbard and Company 


Joseph V. Smith, vice-president, 
Hubbard and Co., Pittsburgh, Pa., in 
a bulletin addressed to utility execu- 
tives, sets forth as follows the reasons 
for his company’s policy of selling only 
through wholesalers. 

“Our three factory and 160 distribu- 
tor stocks over the country form a net- 
work that insures a service as continu- 
ous and uninterrupted as the service ren- 
dered by you in the delivery of power, 
light and communication. There is kin- 
ship between our service to you and 
your service to the public. 

“We pursue a policy of warehousing 
and selling through distributors because 
it makes our product quickly available 
at a minimum of expense to you. It 
also completes our national objective, 
for, as a consequence, our line con- 
tributes something toward the prosper- 
ity of every community. There are 
more than 6,000 individual items in our 
complete line of hardware and special- 
ties, and every item must be close to 
the source of demand. ; 

“We also adhere to the distributor 
policy because traditionally and actu- 
ally the distributors render service to 
and are a helpful influence in the com- 
munities in which they operate. Their 
continuous campaigns to extend the 
‘uses of electricity’ merit them the sup- 
port of a supplier such as Hubbard 
and Co. whose objective is a broad 
national service to the utilities. 

“Stability of product and policy has 
always been our aim, not opportunism.” 





Division managers of the Incandescent Lamp Department of the General Electric Co. convened at Nela Park July 19 to 22 for a four-day con- 
ference on new sales plans and policies, engineering and research developments, and new advertising and sales promotion plans 
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A. B. McChesney Leaves Crouse 
Hinds, Opens Agency in Detroit 

A. B. McChesney has severed his 
connection with the Crouse Hinds Co., 
after having served as its district sales 





A. B. McChesney 


manager in the Detroit and Cleveland 
territory for the past 14 years. 

He has opened an office in the Michi- 
gan Theatre Bldg., Detroit, and will 
cover the lower peninsula of Michigan 


and northwestern Ohio as a manufac- | 


turers’ agent handling lines that sell to 
the industrial and contractor fields 
through the electrical wholesaler. 
Vv 
M. F. Burns Now Merchandising 
Manager of RCA Victor 
E. A. Nicholas, 


division sales manager at Chicago for 
the RCA Radiotron Co., and E. T. Cun- 
ningham, Inc., has been appointed mer- 
chandising manager ot the RCA Victor 
Co. with headquarters at Camden, N. 
J. Among Mr. Burns’ more important 
duties will be the administering of sales 
policies and the supervising of trade 
relations. 

Edward Wallerstein, formerly with 


the Brunswick Record Co., has been | 


appointed manager of record sales for 
the RCA Victor Co. Mr. Wallerstein 
will have charge of all matters relating 


to recording, releases and the merchan- | 
dising of standard records for use in | 


the home. 
Vv 


Earl L. Hadley to Direct 
Columbia Advertising 


Earl L. Hadley, advertising manager 
of the Grigsby-Grunow Co., will also 
direct all advertising of the Columbia 
Phonograph Co. from the Chicago 
fice of the parent company, according 
to an announcement recently issued by 
John F. Ditzell, president of Columbia. 
\ll sales promotion and 


lirection of Mr. Hadley. 


vice-president in | 
charge of sales, RCA Victor Co., has | 
announced that M. F. Burns, formerly | 


advertising | 
material will be executed under the | 








































INSPECTED 
CONDUIT 


if it's sales points you want 


..» CHECK these! 


UNDERWRITERS” 
LABORATORIES 


UNDERWRITERS” 
LABORATORIES 


































“a . a1 Controlled and used exclu- 

Continuous Process sively in the manufacture of 
Fretz-Moon Conduit. The only process that assures produc- 
tion of Conduit that is absolutely uniform and free from im- 
perfections that might cause installation troubles. 


All three brands of Fretz- 
Sharp, Clean Threads Moon Conduit have accurate, 


fast-running threads, free from rough spots and burrs. Fretz- 
Moon Conduit threads easily on the job and does not wear dies. 


Tests and actual use prove that 
Easy to Bend and Cut Fretz-Moon Conduit bends 


one-fourth easier than ordinary conduit. It bends without flat- 
tening or distortion. Clean cuts are made easily and quickly. 


Tough, Smooth Enamel Inside “!! ‘**°¢ brands 

of Fretz-Moon 
Conduit are coated inside with a special baked-on enamel that 
provides a glass-like, fast-running raceway. The enamel is 
tough and will not crack in bending. 


Wear-Resisting Galvanized Surface — 
brands (Electro-Galvanized and Hot Dipped) are protected 
against corrosive conditions by zinc either galvanized electri- 
cally or by the hot-dip alloying process. The galvanizing 
will not flake even under severe working. 


Pr . Fretz-Moon Couplings are 
Easy-Fitting Couplings absolutely true, and have in- 


side threads just as sharp, clean and accurate as on the con- 
duit. Fretz-Moon Couplings and Conduit make noticeable 
savings by speeding up installation.- 


Life-Time, Trouble-Free Service are and rec- 
ords in service 


have proved that Fretz-Moon Conduit will render satisfactory 
service for the life of the building. It meets all code specifi- 
Cations. 


Three Brands Meet All Requirements 


Fretz-Moon Conduit is manufactured in three finishes. 
ENAMELITE—black enameled inside and out. ELEC- 
TRO GALVITE—electro galvanized outside and en- 
ameled inside. HOT DIPPED GALVITE—hot galvan- 
ized outside and enameled inside. 


Steel and Tubes, Inc. « «¢ Cleveland, Ohio 


Exclusive Sales Agents 


FRET Z- 
MOON 


G Rigid Conduit 
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New Parker 
Bakelite Fuse Plug 


Non-Vented 
Absolutely Safe 
Non-Explosive 


Salesmen, the Eveready socket 
shown above is very popular in 
streamer lighting of 
grills and beer gardens and out- 
door cafes. Be sure and get your 
share of this business. 


use with 


Sales Office 


277 Broadway 
New York City 





Bakelite 
43310 


Parker Products 


Parker’s Sales 
Policy 


- are a combination that 
brings to wholesalers fast selling 
specialties that build repeat busi- 
ness on a profitable basis. 


Union Insulating Co. 


J. H. Parker, President 
The Original Makers of Bakelite Sockets 


plus 





Eveready Socket 


Fast Seller 
for Streamers 





Factory ; ‘ 
Parkersburg Bakelite 
West Virginia S.R.K. Safety 
Connector 

















Salesmen! 


ww 


To Win a 
Grand Prize in 
“Victory in '33” 


Report Your Sales 
Each Month 


we 
Report on as Many 
Manufacturers’ Lines 


as you can 
wy 


and be sure to 
Send in Your Reports 


on Time 


| Cellophane 
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°**ELECTRIC 
CONTRACTIN 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 
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CIRCLE 
OFFERS 


A Complete Line of 
WIRING DEVICES 
For the Jobber 
Circle F Mfg. Co., Trenton,N.J. 
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Further Development of New 
Tubes Appears Remote 

S. W. Muldowny, of the National 

Union Radio Corp., stated in a recent 

interview that development of new 

types of tubes which set such a furious 


| pace during the past year has definitely 


slowed down. 

“As chairman of the Tube Commit- 
tee of the R.M.A.,” Mr. Muldowny 
said, “I am happy to announce that no 
new types are contemplated at present. 
General opinion among leaders of the 
industry indicates that no need will 
appear in the immediate future for a 
type of tube which is not already in 
production.” 

v 


French Manufacturers’ Agents 
Form Syndicate 

A number of prominent manufactur- 
ers’ agents in Paris, France, have 
formed the “Syndicat des Negociants 
en Materiel Electrique,” with offices 
located at 94 Rue d’Hauteville. The 
services of this group, which covers all 
of France, are available to American 
electrical manufacturers desiring repre- 
sentation in that country. 


v 


Haight Succeeds Mott as Ward 


Leonard Treasurer 
Walter H. Mott of the Ward Leonard 
Electric Co., Mount Vernon, N. Y., has 
resigned the office of secretary and 
treasurer of the company, remaining on 
the board of directors. 
Louis H. Haight has been elected to 


the office of secretary and treasurer. 








Finds Radio Profitable: E. L. Mackay, 
general manager of the Starter and Bat- 
tery Co., Great Falls, Mont., automotive 
and radio distributors, says that they got 
into radio early and have always found 
it a profitable line. They handle Crosley 
only, and have a line of small though 
efficient dealers, mostly in the automotive 
field, who give them a good volume. 
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"Norging": Cecilia Parker, Monogram 
star, leading lady for Rex Bell in “The 
Fugitive’ and “Rainbow Ranch” has or- 
iginated a clever fad for cooling off on 


these hot days—she calls it 


“Norging.” 


summer 





Manufacturers Increase Wages 


Effective July 1, both the General 
Electric Co. and the Westinghouse 
Electric and Mfg. Co., announced an 
increase of five per cent in the wages 
and salaries of their employees. 





A 10 per cent increase in wages for | 
all hourly rated and piece work em- | 
ployees of the R.C.A. Victor Co. took | 


@2-H.P., 250-600 V. 


effect July 24. 

The Arcturus Radio Tube Co. an- 
nounced that earnings of employees 
would be increased approximately five 
per cent starting July 31 and that the 
working force would be immediately 
increased by 17 per cent. 

Frigidaire Corp., Dayton, Ohio, has 
put into effect a 10 per cent increase 
in all hourly wages and all salaries 
below $1,800. 

v 


Three New Refrigerators An- 
nounced by Grunow 


A new “Progress” line of electric 
refrigerators has been announced by the 
Grunow Corp., Chicago. This new 
competitive line supplements the com- 
pany’s De Luxe line and consists of 
three models of 4.5, 5.5 and 6.8 cubic 
feet respectively. 


Peerless Distributing Co. Enters 
Specialty Field 

A newcomer in the electrical specialty 

field in Chicago is the Peerless Dis- 

tributing Co., 2039 W. Madison St. 

According to B. B. Abrams of this 

company, activities will be devoted to 


the wholesaling of radio, refrigerators | 


and appliances. 








ANNOUNCEMENT 


To (T) Wholesalers 


4 
i 
i 
3 
1 
¢ 
; 


esteem 





Cat. No, 2228 


Features: 


© Surface or Flush mounting. 


© Adaptable for use with 
Float Switches. 


® 2 Pole Switch unit fits in 
standard wall box. 


e'"RB" type roller contact 
provides greater rupturing 
capacity and longer life. 


® Easier to wire. 
® Bakelite base. 


® No overload protection. 


The "RB" (Receding 
Blade) switch design has 
now been utilized in 
Tumbler Switches for 
starting small motors and 
lighting circuit control. 


Why not take advan- 
tage of the many uses of 
this specialty and push 
its sale? 


Sell with a Sample 





Cat, No. 2228-S 


RATINGS 


2 Pole 
30 Amp. 250 V.; 5 Amp. 
2 H.P. 250-600 V. 
3 Way 
10 Amp. 125 V.; 5 Amp. 
3 Pole 
30 Amp. 250 V.: 5 Amp. 600 V. 
2 H.P. 250-600 V.. A.C. 
3 Pole Switches are not of the 
“RB” design. 
4 Pole 
30 Amp. 250 V.; 5 Amp. 600 V. 


600 V. 


250 V. 


The Trumbull Electric Mfg. Co. 


A GENERAL ELECTRIC B ORGASIZATION 


Plainville, Conn. 
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New Sales 
Opportunities 


A\ pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


supplies, equipment, appliances and 
specialties 











"Master'’ Vacuum Cleaner 


Streamlining has been applied to this 
new “Master” vacuum cleaner, features 
of which include an aero-dynamic design 
decidedly different from the traditional 
type of cleaner; a suction with tapping 
and sweeping action that gets all kinds of 
dirt; a conveniently located control for 
quick nozzle adjustment; two speeds, for 
slow and fast cleaning; a newly designed 
fan chamber that gives greater air move- 
ment with less noise; and a motor mount- 
ed in rubber to minimize vibration and 
noise. Motor, fan and other mechanism 
are fully concealed by a cast aluminum, 
light weight body which is streamlined 
from nozzle edge to tip of handle. Han- 
dle fork has been eliminated, and lead-in 
wires are concealed. The new shape of 
the fan chamber gives greater air move- 
ment (as much as 25 per cent more in 
comparative tests). The fan causes the 
air stream to spiral downward beneath 
the blades. Hairpins, coins, etc., will not 
chip the fan or throw it out of balance. 
General Electric Co., Bridgeport, Conn.— 
Electrical Wholesaling, August, 1933. 


Visible Toaster 


Both sides of the bread are toasted at 
the same time by the indirect or reflected 





“ovenized” heat of this visible toaster. 
This toaster, designed by Henry Drey- 
fuss, noted New York style expert, per- 
mits the user to actually watch the prog- 
ress of the toasting operation. Heat is 
supplied by coils located in the bottom of 
the toaster and is reflected to the bread 
by bright metal surfaces. Crystal-clear 
windows keep the heat in the toaster and 
permit the operator to watch the bread 
and remove it when the desired degree 
of toasting has been accomplished. It is 
said to be the only toaster on the market 
which offers this feature. All exposed 
metal surfaces are bright chromium. A 
cast-chromium tray with bakelite handles 
may be purchased in combination or sepa- 
rately. The tray has a six glass capacity 
and forms an excellent base for the toast- 
er or is a beautiful individual bit of 
household ware. Birtman Electric Co., 
4140 Fullerton Ave., Chicago, Ill.—Elec- 
trical Wholesaling, August, 1933. 


Wood Handle Screw Driver 


The handles of this new line of screw 
drivers are made from clear maple, lac- 











quered in natural color, with deep ma- 
chine cut grooves in handle. The special 
features of the “Supergrip” line are em- 
bodied in these handles. The blades are 
made of high carbon tool steel hardened 
all the way, even up inside of the handle, 
and so constructed that they will not turn 
or bend. These new screw drivers are 
made in all popular sizes in both the ma- 
chinist and electrical or cabinet types. 
Forsberg Mfg. Co., Bridgeport, Conn.— 
Electrical Wholesaling, August, 1933. 





Split Core Transformer Test Set 


With this new test set it is possible to 
obtain alternating current ampere read- 
ings as low as % ampere and as high as 
200 amperes. While the ammeter was 
designed especially for use with the Tyve 
CSO transformer, it may be used sepa- 
rately as a self-contained double range 
instrument. The ammeter has two ranges, 
the lower range being 2.8 amperes and 
the high range 15 amperes, when used 
without the transformer. When used with 
the transformer two additional ranges are 
provided, namely 40 and 200 amperes. 
When using the transformer it is not nec- 
essary to open the circuit to be tested as 
the transformer may be opened to a suf- 
ficient extent to slip over a cable or bus 
bar. Roller-Smith Co., 233 Broadway, 
New York City.—Electrical Wholesalina, 
August, 1933. 


Iron with Ventilated Handle 


According to its sponsors, this is the 
only iron with a ventilated all-bakelite 
handle and shield. Designed by Alfonso 
Ianneli, well-known artist, it is distinctly 
modern in appearance. It is impossible for 
metal to touch the operator unless the full 
chromium sole-plate of the iron is delib- 
erately pressed to the flesh. Both the sole- 
plate and the base. of the iron—the only 
exposed metal parts—are fully plated in 
gleaming chromium. An air duct, 34” in 





diameter, runs the entire length of the 
handle, insuring efficient cooling at. al! 
iron temperatures. The heat. control is 
automatic. The iron is produced in two 
models, 6 and 3% lbs., both with 1000-watt 
heating units. Birtman Electric'Co., 4140 
Fullerton Ave., Chicago, Ill.—Electrica! 
Wholesaling, August, 1933. 
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Small Breaker to Replace Fuses 
The AF-1 is a complete line of small 
ircuit breakers, rated up to 600 volts and 
00 amps., designed for industrial cir- 

cuits, house service entrance, branch cir- 
uits, refrigerators, ranges, etc. Arc in- 
terruption takes place within a closed 

metal chamber. The new breakers are 
trip-free from the operating handle and 
cannot be held in the closed position 
when an overload exists on the circuit. 

The “on” and “off” positions are clearly 

marked on the front cover and a yellow 





target appears in view when a breaker 
opens on an overload. Overload trip- 
ping of the breakers is initiated through 
a bi-metallic thermal strip which, when 
heated by over-current, deflects and actu- 
ates the trip mechanism. This device has 
an inherent time lag inversely propor- 
tional to the magnitude of the overload. 
All parts are enclosed in’a Textolite 
housing. Breaker may be mounted in 
panelboards, dead-front distribution 
boards, or individual metal enclosures. 
All sizes are designed to fit the ordinary 
service entrance box. General Electric 
Co., Schenectady, N. Y.—Electrical 
Wholesaling, August, 1933. 


Conduit Bender 


This new conduit bender eliminates the 
long cast steel arm of the older model. 
Instead, a 4” piece of cold rolled steel, 
¥,” thick, is used to elevate the bending 
sector which slides up and down between 
guides on the sides. A pin is inserted 
through holes in these guides to hold the 





bending sector at the desired elevation. 
The same stop is also used for ells with 
no change in adjustment. Harry Blythe, 
1055 Lincoln St., Denver, Colo.—Electri- 
il] Wholesaling, August, 1933. 


Mixer Attachments 


_ Among new attachments now available 
yr this electric food mixer is the potato 
nd vegetable peeler which removes the 
eel from the potato in one continuous 
ng strip. The potato revolves and the 
nife blade follows its contours, gliding 
ver the bumps and going down into the 

hollows. Makes real “shoestring” potatoes. 
ist price, $3.50. Slicer and shredder at- 

tachment has two discs, one for slicing 





and one for shredding. List price, $3.50. 
Food chopper and meat grinder has 
safety feature which prevents user from 
injuring hand or finger. List price, com- 
plete with power unit, $5.00. Operating 
on the food chopper power unit, the cof- 
fee grinder holds a full pound of coffee 
which can be ground as needed and pro- 
duces any fineness desired. List price, 
$2.00. Other attachments, not illustrated, 
are drink mixer, silver polisher and buf- 
fer, knife sharpener and can opener. Chi- 
cago Flexible Shaft Co., Roosevelt Rd. 
and Central Ave., Chicago, Ill.—Electrical 
Wholesaling, August, 1933. 


Duo-Tone Door Chime 

The Telechime Duo-Tone is an ideal 
door chime for small residences. It con- 
sists of a patented electric action 
which operates two full-length 
tubular chimes alternately when 
the door pushbutton is pressed. 
Tone permanency and tone qual- 
ity is assured with a reinforced 
top construction of the chime 
tops. No hole in the wall is re- 
quired as the Duo-Tone is surface 
mounted. Can be installed in a 
jiffy by anyone handy with a 
screw driver. No change in bell 
wiring is required. Operation is 
from the house current through a 
six-volt transformer furnished 
with the chime, or it may be op- 
erated on six volts. The chimes 
are made of chime alloy and are 
finished in natural alloy, polished 
and lacquered, or chromium plate and 
polished. List price, $13.75. General 
Kontrolar Co., Dayton, Ohio.—Electrical 
Wholesaling, August, 1933. 








Floor Machine 

The “Diamond” model floor machine 
polishes, waxes, scrubs and_ resurfaces 
floors in homes, pppoe mss | 
stores and offices. 
Features include: 
designed to place 20 
Ibs. of weight di- 
rectly over two re- 
volving brushes, 6” 
diameter; air cooled 
Universal motor; 
operates from con- 
venient outlets; pis- 
tol grip handle with 
toggle switch; mold- 
ed rubber bumper; 
standard equipment: 
two waxing brushes, 
two polishing brush- 
es, lamb’s wool wax 
applicator, one qt. 
can liquid wax. Bassine fibre brushes Ser 
scrubbing, steel wire brushes for rough 
surfaces, sand paper discs, steel wool 





pads, polishing pads available at slight 
additional cost. List price, $65. Fay Co., 
Inc., 130 Madison Ave., New York City. 
—Electrical Wholesaling, August, 1933. 


Expansion Fittings 
This new line of 
ranges from 1%” to 5”. 


expansion fittings 
The fitting con- 


sists of a sleeve which is threaded to the 





conduit at one end, but free to move with 
expansion and contraction at the other 
end. The fitting is provided with insu- 
lated bushings between conduit and 
sleeve. At the movable end there is a 
packing ring to exclude moisture as well 
as a copper ring for ground connections. 
O. Z. Cable Support Co., Inc., 45 Bergen 
St., Brooklyn, N. Y.—Electrical Whole- 
saling, August, 1933. 


De Luxe Fan 


Beautifully finished in French green- 
grey moire with sturdy, all-around guard 
which insures complete safety, this De 
Luxe non-oscillating fan has been espe- 
cially designed for household use. The 
10” blades dis- : 
place 550 cu. ft. 
of air per min- 
ute. Width of 
fan is 11” and 
height is 13”. 
A new style of 
guard which 
covers the fan 
all-around with 
closely spaced 
rings of heavy 
gauge wire, 
spot welded, provides the maximum of 
protection against accident and yet does 
not materially cut down or interfere with 





the proper air delivery of the fan. Lan- 
ders, Frary and Clark, New Britain, 
Conn. — Electrical Wholesaling, August, 


1933. 


Illuminated House Number 

House numbers are visible at a dis- 
tance of 50 ft. with this porch light with 
interchangeable numbers. The box may 
be plugged in to the present porch socket 
or, by means of a collar on the top, may 
be attached directly to the present porch 
outlet. No additional wiring is required 
in either case. Finish is aluminum both 
inside and outside. Numbers are on fused 





Bugs cannot stay in the box as 
A 25 watt lamp provides 
ample illumination for the porch and the 


glass. 
bottom is open. 


house numbers. Frederick A. Scheffler, 
293 Ridgewood Ave., Glen Ridge, N. J. 
—Electrical W holesaling, August, 1933. 











































ELECTRICAL WHOLESALING 
Men Available 


YAGER’S 
Established Manufacturers’ Agent: Now 

covering the ne ee ter- 

ritory, northern New Jersey an onnec- h G . 
ticut wishes to secure a limited number YAGERS as stoo 
of additional lines sold through the elec- 
J U S T O U ‘4 trical trade. Now representing appliance the 


and radio tube manufacturers. Ten years 
Test of 








activity in electrical e's a 

. er’s sales manager. ress Box : 
New Designs ELECTRICAL WHOLESALING, 520 N. Mich- 
igan Ave., Chicago, Ill. 





BEER z lime 
Capable and Experienced Salesman: 
GRILL Has covered Iowa and Nebraska for a Since 1873 Yager's soldering salts 
prominent electrical manufacturer for the 


have been recognized as a qual- 





past ten years is open for a proposition , : 
ROOM on either a salary or consentenent basis. ity product, making new friends, 
Address Box 82, ELECTRICAL HOLESAL- ° 
LIGHTING ING, 520 N. Michigan Ave., Chicago, III. keeping old ones. 
FIXTURES : Priced Right 
Latest Trade Literature c 3 
: 5 WacNER Etectric Corp., 6399 Plymouth I ound cans........ 0.50 ea. 
Attractively designed Ave., St. Louis, Mo.—Part 5 Z, Bulletin /2 P 4 $ ped 
beer grill room lighting 167, describes in detail the construction of | pound cans........ -6U ea. 
fixtures are in demand type R B Split Phase Motors, designed 5 pound cans........ 3.00 ea. 


for long hour duty. 


now. We sell thru Less by reshipper cartons. 








OuHMITE MANUFACTURING Co., 636 N. 
ener — — Albany Ave., Chicago—Catalog No. 9 (8 
share of that Ousiness pages) covers this manufacturer’s com- A k f 
now. plete line of rheostats and resistance s or 
units. 
Write for Catalog Folio T GENERAL Execrric Co., Schenectady, FREE SAMPLE 


N. Y.—Bulletin GEA-1765 (4 pages) de- 


scribes fractional horsepower gear motors 

GRUBER BROTHERS for ac. and dc. Alex R. Benson Co. Inc 

72-78 Spring Street, New York City RussELL AND Stott Co., 53 Rose St., % y , . 
New York City—Bulletin 59—Swimming ‘Hudson, N. ¥. 

Pool—Fountain and Landscape Lighting. 

Bulletin 63— “Ever-Lok” Receptacles, | 

















Plugs and Cord Connectors. Bulletin 64 








’ —Explosion Proof Fittings for Hazard- 
DON T MISS THIS ous Locations. Catalog 60—Complete line 
of Electrical Specialties. 
BIG OPPORTUNITY Four WHEEL Drive Auto Co., Clinton- 
i ville, Wis —“Truck and Trailer Size and 
Costs Are Going UP! Weight Restrictions,” a 56-page booklet 
ee yr = ye of — state on 
size and weight of auto trucks. 
B | G S A L E S ; KOHLER Co., Kohler, Wis.—“Protection 
CAN BE MAD E egy 2 pe —— Sr a gyrsect 
BY TELLING CONTRACTORS ing folder describing ohler electric Be Your 7 


plants for emergency light and power. 





AND MANUFACTURERS Pass AND Seymour, Inc. S 
4 .. Syracuse, 
HOW THEY CAN N. Y.—New catalog, No. ALI, covers BUY-WORD 
y AV E M re) N EY the complete line of “Alabax” porcelain ‘. 
lighting fixtures suitable for residential, when ordering 
BY USING commercial and institutional installations. 


INSULATED 
STAPLES 


GruBER Bros., 72 Spring St., New York 
City—A new catalog (Folio T)_ illus- 
trates lighting fixtures for taverns, grill 
rooms and restaurants. 
es - x a Co., Mount Vernon, 

4 N. New bulletins include No. 11 
Wire Connectors —— age No. 106 Midget Mag- 
NO SOLDER—NO TAPE netic Relays, No’s. 1103 and 1105 Vitrohm 

ea we Rheostats and No. 1104 Adjustats, also 

JUST SCREW new folder on theatre equipment. 


ON THE WIRE Vv 


niiedaaiies R. W. Sheppard to Direct Sales 
JOINTS—QUICKER for Jewel Lamp Co. 
The Jewel Incandescent Lamp Co., 





Made exclusively by 


S.H. COUCH CO., INC. 


Established 1896 
NORTH QUINCY, MASS. 






AND CHEAPER 





Manufacturers of 





MILLIONS IN USE which recently opened a new factory Private Telephones, Annunciators, 
APPROVED BY UNDERWRITERS . 
at 900 Passaic Ave., East Newark, Apartment Mail Boxes, etc. 
Refer to the IDEAL loose leaf price N. 5. has appointed R. W. Sheppard 








sheet for convincing sales data. 





IDEAL COMMUTATOR DRESSER COMPANY as sales manager. He will have ere 
1047 Park Avenue, Sycamore, Il. plete charge of the distribution and 
sale of Jewel lamps. 














. PLYMOUTH 
hits the ‘Bull’s -Eye.. 
in Today's Market 


Plymouth tapes are filled with service 








value, with quality and with ability. 


Plymouth answers fully and for all 





time the question, ''What tape should 





| specialize on to produce more than 
the ordinary volume of sales and real- 
ize a good profit." Action on your 


part will get you the kind of results 








that spell good tape business. 
CANTON, MASS. U.S. A. 


ex eS RA ty 
ae BY wink pew; we sey er Ge a Aa ae * Me 
18: a RES, Se ve Nie es ast J 
res j >: Sa ahr ee Poe 


Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 « « « CANTON, MASSACHUSETTS 

















© ¢ Send for Sample 


In order that you may become fully ac- 
quainted with Plymouth Tapes we suggest in 
the interest of good business that you write 
for free samples today. 


100°, wholesaler protection. 


Wy, .. mcm 
e e “Victory in °33 
Plymouth quality offers you a real oppor- 


tunity to realize "Victory in '33."' Sales ef- : TA be 


fort is the thing! Thousands of users know PLYMOUTH RUBBER COMPANY. Inc. 


Plymouth value—thousands more are waiting CANTON, MASS. 
to be told. 
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50% OVERLOAD 


“WHY 
DESIRABLE 


Tell them this: 


On every electrical circuit there are, at times, 
temporary current surges that are not heavy enough 
or else do not last long enough, to be harmful to 
electrical equipment. They have been named 
“Harmless Overloads.” 

Fuse users have for years wanted a fuse that 
would not blow on such overloads—a fuse with a 
“retarded blowing point’’ that would give these 
overloads a chance to “clear themselves” instead 


of blowing the fuse and causing a NEEDLESS 
SHUTDOWN. 


BUSS Super-Lag Fuses have been designed to 
meet this need. Due to the “‘Lag-Plates’’ attached 
to the link they have a super-long time-lag. They 
will carry without blowing many of the harmless 
overloads that would blow other fuses. . . . The 
“‘Lag-Plates” also increase the factor of safety in 
BUSS Fuses so that a greater degree of protection 
is obtained against short circuits than is possible 
with any other fuse. 


THE 


ral 
When Customers Ask: 
IS A LONG 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 


Blowing Time of 
BUSS SUPER-LAG 
Fuse Compared to 


Other Makes. 


These charts show results 
obtained in tests made by 
Electrical Testing Laborato- 
riesof New York asreported 
by them August 25th, 1930 
on the 200 ampere 250 volt 
size. 30, 60, 100, 400 and 600 
ampere sizes as reported by 
them show similar results. 

Blowing times shown on 
one overload are not com- 
parable with those at other 
overloads because a different 
scale is used on each chart 
for convenience in compar- 
ing results, 


(vee 
CG 


150% OVERLOAD 


TIME-LAG 
IN A FUSE?” 


BUSS FUSES SAVE MONEY FOR THE USER 


Because: 


They don’t blow as often as old style fuses— 
they wont pop open on every surge or harmless 
overload. 


They help keep machines going—keep workers 
on the job and prevent needless shutdowns. 


They give better motor protection—by making 
it possible to fuse nearer to the normal load— 
prevent single phasing. 


They cut fuse bills by not blowing as often— 
and save maintenance time. 


MR. SALESMAN—Get this story over to your customers 
and even your worst competitor can't take fuse business 
from you. And don't overlook the BUSS Representative 
in your territory, he is always ready to help you close a 


tough sale. 
FUSE 


Seg 
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